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Rough Proofs 


Bill Corum, who used to work for 
the New York Times, writes it, “I 


suspicion.” Now we know why he no 
longer works for the New York 
Times. 


» = v 


The Associated Press dates it Hoo- 
ver Dam, while Secretary Ickes in- 
sists it is Boulder Dam. Eight to 
five on the good old A. P. 


, VY 


Mussolini’s press department gave 
him bad advice. He started the show 
in Ethiopia just in time to run right 
into the world’s series on the front 
pages of all American newspapers. 


7’ 


National Furniture Week has just 
got itself celebrated. The furniture 
men admit, though, that the event 
won’t be a success until they can 
repopularize the old slogan, “Two 
can live as cheaply as one.” 


vv¥eegY 


Do you remember ’way back when 
the leading instalment furniture 
store used to advertise, “You furnish 
the girl—we furnish the house”? 


vgv¥$eegyY 


One half of the world doesn’t know 
how the other half lives. And hair 
tonic manufacturers can’t help it if 
there is also a demand for their 
depilatories. 

vwyY 


Spalding substituted funny pictures 
for serious ads in the college pa- 
pers and found a big improvement 
in results. Even the most serious- 
minded student occasionally enjoys 
a little college humor. 
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An Esquire drawing suggests that 
sponsors of radio programs like to 
participate in their own productions. 
On the other hand, they are usually 
overjoyed if permitted merely to 
shake the hands of their high-priced 
talent. 

vvweyY 


Plymouth talked to its 12,000 deal- 
ers by radio October 3, but it was 
generally suspected that it wouldn’t 
mind if a few of the customers de- 
cided to listen in. 
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The American Tobacco Company 
is reported to have paid $25,000 for 
a good new slogan. This is guar- 
anteed to increase the production 
of slogans to a new all-time high. 
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Appalachian Coals, Inc., has dis- 
missed its advertising staff “as a re- 
sult of the passage of the Duffy coal 
stabilization bill.’ What do you 
mean, stabilization? 


7 ¥ F 


Seats for the New York premiere 
of “A Midsummer Night’s Dream,” 
as pictured by Warner Bros., are $11 
a throw. Who made that crack 
about cheap movies? 
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Warner Bros. credit Max Rein- 
hardt and a few others in the pro- 
duction of a “A Midsummer Night’s 
Dream.” A fellow by the name of 
Shakespeare is also mentioned. 
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Mr. Benz, of duPont, says a woman 
hasn’t made up her mind what to buy 
when she enters a store. And she’s 
in the same fix going out. 

Copy Cus. 


ADVERTISERS OF 
LIFE INSURANCE 
ELECT SLATTERY 


Cites Value of Ads in 


Building Confidence 


Swampscott, Mass., Oct. 3—A 
sizable share of the credit for the 
general public confidence in the 
value and security of life insurance 
belongs to advertising, D. Bobb 
Slattery, assistant to the agency 
vice-president of the Penn Mutual 
Life Insurance Company, and newly 
elected president of the Life Adver- 
tisers’ Association, declared at the 
association’s annual meeting, which 
closed here yesterday. 

“It is a mistake to say facts speak 
for themselves,” he asserted. “Facts 
speak only as they are made known 
and understandable. The record of 
life insurance during the depression 
years has provided convincing proof 
of the security it offers, but the in- 
fluence of this record would have 
been far less if the facts had re- 
mained buried in a mass of statis- 
tics. 

“It is the advertising of the life 
insurance companies that has made 
the record known in terms of hu- 
man and individual welfare.” 

The three-day convention was 
packed with discussions of the many 
mediums used by insurance adver- 
tisers, advertising appeals, and co- 
operative as well as individual com- 
pany advertising. 

Mr. Slattery steps up to the presi- 
dency of the L. A. A. from the vice- 
presidency, to which office he was 
elected in 1934. He succeeds 
Stephen A. Swisher, of Equitable 
Life of Iowa, who will continue as a 
member of the executive committee. 


Other Officers Elected 


The convention elected Charles 
C. Fleming, Life Insurance Company 
of Virginia, as vice-president. Others 

(Continued on Page 33, Col. 2) 


James W. Young 
To Make Study 


For Magazines 


Chicago, Oct. 3.—James W. Young, 
professor of advertising in the School 
of Business, University of Chicago, 
disclosed this week that he has been 
appointed by a group of large maga- 
zine publishers to conduct studies 
on the general subject of how to in- 
crease the effectiveness of magazine 
advertising. 

The publishers sponsoring the 
program are Curtis Publishing Com- 
pany, Crowell Publishing Company, 
International Magazine Company, 
and The McCall Company. 

“Emphasized in the program of 
research,” the announcement says, 
“will be a continuation of the work 
done by Professor Young during the 
last two years to develop methods 
of increasing the productiveness of 
magazine copy.” 

Prof. Young was at one time vice- 
president in charge of the Chicago 
office of J. Walter Thompson Com- 
pany. Two years ago he made a 
study of advertising agency compen- 
sation for an informal group of ad- 
vertising interests. 


HEADS ASSOCIATION 


D. Bobb Slattery 


IT SEEMS THAT 
C. R. INC. MADE 
SLIGHT MISTAKE 


Chicago, Oct. 3.—Issuance of the 
annual handbook of Consumers’ Re- 
search, of Washington, N. J., reveals 
that in addition to its other troubles, 
the organization discovered a serious 
error in its analysis of Marcelle face 
powder, one of the products of Mar- 
celle Laboratories, Chicago. 

In its new guide, Consumers Re- 
search makes an unostentatious cor- 
rection of its previous listing, trans- 
ferring Marcelle face powder from 
the unapproved to the approved list. 


“Should Not Be Tolerated” 


Here is what the 1934 handbook 
had to say about Marcelle face 
powder: 

“Sample examined found to con- 
tain an appreciable amount of tremo- 
lite, a sharp needle-like silicate of 
about the same hardness as cutlery 
steel or ordinary window glass, 
which should not be tolerated in 
any amount.” 

The correction, Consumers’ Re- 
search has advised P. L. Blazer, 

(Continued on Page 33, Col. 3) 


A. & P. Merchandises 
Kate Smith Program 
With Employe Shows 


New York, Oct. 1—A vast and 
costly spectacle, featuring songstress 
Kate Smith and a galaxy of stars 
plucked out of the Broadway firma- 
ment, was staged last night in Mad- 
ison Square Garden for more than 
18,000 employes of the Eastern di- 


Quaker Oats 
To Eliminate 
Yeast Phrase 


Chicago, Oct. 3——Ending a con- 
troversy which had raged for three 
weeks, causing deep concern among 
publishers, Quaker Oats Company 
today informed representatives of 
newspapers and magazines that it 
will eliminate from its copy a phrase 
which had caused a strong protest 
from the Fleischmann Company: “In 
Vitamin B ... 1c worth of Quaker 
Oats equals three cakes of fresh 
yeast.” 

While dropping the yeast refer- 
ence in the interest of peace, Quaker 
Oats Company insists that its state- 
ment was accurate in every respect, 
and was backed by adequate scien- 
tific authority. 


No Attack Intended 


It said, however, that the com- 
parison with yeast was not intended 
as an attack on the Fleischmann 
Company or any other in the yeast 
field. Yeast is the standard for 
Vitamin B, according to a spokesman 
for the company, and the Vitamin 
B content of Quaker Oats cannot be 
accurately stated in any other way. 

As soon as the Quaker Oats copy 
appeared in newspapers, Standard 
Brands, Inc., lodged emphatic pro- 
tests with every leading newspaper 
and magazine in the country. The 
problem caused long sessions in 
many newspaper and magazine of- 
fices, with various answers emerg- 
ing. While most of the publishers 
decided to accept the Quaker Oats 
copy, one big chain voted against 
it. 


Last Minute News Flashes 


Plan Magazine and Poster Drive for Walnuts 


Los Angeles, Cal., Oct. 4—The California Walnut Growers Associa- 
tion will inaugurate an extensive advertising campaign for Diamond wal- 


nuts in November issues of magazines. 


A large showing of outdoor 


posters will also be used. Elaborate counter and window displays will 


be supplied to grocers. 


On the magazine list are American Home, Better Homes and Gardens, 
Delineator, Good Housekeeping, Ladies’ Home Journal, McCall's, Pictorial 
Review and Woman’s Home Companion, 


Ralph Allum Goes to J. Stirling Getchell 
New York, Oct. 4—Ralph D. Allum has severed his 11-year connec- 
tion as vice-president of Lord & Thomas and will join the local office of 
J. Stirling Getchell, Inc., as vice-president. 


“Polymerization” Introduced by Phillips Petroleum 


Bartlesville, Okla., Oct. 4—Following a teaser campaign on “Poly,” 
Phillips Petroleum Company today used full pages and smaller space in 
newspapers to announce “Polymerization,” which “rearranges the atoms 


of high-explosive vapors, 
gasoline.” 


transforming them into stable high-octane 


vision of the Great Atlantic & Pa- 
cific Tea Company. . 

The employes gathered to cele- 
brate the coincidental occurrence of 
the 76th anniversary of the company 
and the addition of a new nation- 
wide radio campaign to the sales 
promotion program of the three A. 
& P. brands of coffee, Bokar, Eight 
O’Clock, and Red Circle. The jam- 
boree, officially known as the “Gala 
Kate Smith Party,” was not broad- 
cast. 

A spokesman for the Will Hays 
organization, which has made an in- 
vestigation of this program in an 
effort to determine whether or not 
it constitutes unfair competition to 
the Motion Picture Producers & 
Distributors of America, Inc., said 
today that an official inquiry had 
disclosed the facts that the perform- 
ance was not publicly advertised 
and that admission was by invitation 
oniy. Hence, it is believed that no 
complaint will be made. 


Starts New Series 


The entertainment was scheduled 
as a preview of the inaugural pro- 
gram of the new series starring 
Kate Smith on 30 stations of the 
Columbia Broadcasting system, every 
Tuesday, Wednesday and Thursday, 
from 7:30 to 7:45 p. m., EST, which 
has been contracted for the 52 weeks 
beginning today. Previews were 
staged in similar fashion during the 
past two weeks at Masonic Temple 
in Detroit before 10,000 employes of 
the company, and at Symphony Hall 
in Boston before 5,000 employes. 

Like all good variety, the enter- 
tainment began with a juggling turn. 
Following in rapid succession were 
a troup of comedy acrobats, a dans- 
euse and the inevitable precision 
chorus. 

At this point, as an unscheduled 
featrre, a screen was lowered and 
the Mike Jacobs sound film of the 
recent Baer-Louis argument was 
shown. 

Stoopnagle and Budd, whose hi- 
larities in the name of the Ford 
Motor Company are a Thursday fea- 
ture of the Columbia network, were 
the next performers. They omitted 
their stock gag, which reports Kate 
Smith as occupying sections 26, 27 
and 28 of the stands at the Indian- 
apolis Speedway races. 

Harry Horlick and the A. & P. 
Gypsies were the next feature and 
the only representation of the Na- 
tional Broadcasting Company, on 
which system they have been broad- 
casting longer than any other com- 
mercial program. This feature closed 
the first act of the evening. 

The curtain arose for the second 
act revealing a 50-piece orchestra, 
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arrayed before a giant red and black 
A. & P. store front. Out of the over- 
size doorway of this oversize gro- 
cery bounced Kate Smith, dressed 
in the regulation white frock of an 
A. & P. employe. Kate greeted the 
applauding audience with assur- 
ances that she was glad to be a 
member of the family and that she 
was going to help them “sell a lot 
more coffee.” 

For the next hour or more the 
great audience was religiously at- 
tentive to the songstress. Three 
trios who will be heard on the new 
program also sang. 

Vincent Richards, tennis profes- 
sional, appeared with his racquet 
and a bushel of autographed tennis 
balls. These he, and then Miss Smith, 
drove out into the tiers of specta- 
tors, who screamed their delight. 

Charles Francis Coe, author of 
much popular fiction and advertising 
copy, presented Miss Smith with the 
medal of the Humane Society for 
having made a radio plea for the re- 
turn of a lost dog to a little girl. The 
dog, who was present, barked. 

After Kate had sung her moon 
song, the seats were cleared from 
the floor and the orchestra played 
for dancing. 

Paris & Peart, agency for A. & P., 
are planning similar parties for 
other market centers. Pittsburgh and 
Cnicago will have the next ones. 

To announce the radio program, 
which will be officially known as 
“Coffee Time,” a nine-inch two-col- 
umn advertisement was run today in 
all newspapers in market areas im- 
mediately dominated by the 30 sta- 
tions carrying the series. In the fu- 
ture, inserts will appear in the usual 
A. & P. newspaper advertising in 
thousands of papers throughout the 
country. 

Special display material, calling 
attention to the air program, was 
set up in all A. & P. stores Sept. 
28, to remain there until the pro- 
gram has gotten under way. This 
consists mainly of window posters, 
hanging cards, counter cards, coffee 
counter blow-ups and badges for 
salesmen’s coat lapels. 


Every week, all store managers 
receive lithographed sheets describ- 
ing the program, and Kate Smith’s 
weekly activities, with suggestions 
as to how the program can be a talk- 
ing point to bring increased sales. 

A new rotogravure one-fold tab- 
loid, “Kate Smith News,” is now be- 
ing released for distribution over 
A. & P. counters. It is designed for 


use as window display material, 
also. 
Special articles are also being 


prepared for the weekly counter 
piece, “The A. & P. Menu,” which 
will be used on Kate Smith’s ideas 
on the preparation of food. 


Lichtenberg Out in 
Hamilton Control War 


Following election of a new board 
of directors of the Alexander Hamil- 
ton Institute, New York, Bernard 
Lichtenberg, vice-president and di- 
rector, has resigned after 25 years 
with the organization. 

Effective Nov. 1, the resignation is 
a result of dissension in the company 
and a battle among principals for 
control. The new directorate was 
elected by a small margin, only three 
of those formerly on the board re 
maining. 

Mr. Lichtenberg, former president 
and board chairman of the Associa- 
tion of National Advertisers, is now 
chairman of the A. N, A. government 
relations committee, trustee of the 
Advertising Research Foundation, di- 
rector and vice-president of the Bet- 
ter Business Bureau of New York 
and of Congressional Intelligence. 


Edward G. Penny Dies 


Edward Goff Penny, former pub- 
lisher of the Montreal, Que., Herald. 
died Oct. 1 at the age of 77. He was 
at one time a Montreal alderman, 
and Liberal member in the House of 
Commons for St. Lawrence division. 


Vick Names Dickson 


The Vick Chemical Company, 
Greensboro, N. C., has appointed 
W. S. Dickson as advertising coun- 
sellor of the company. Mr. Dickson 
was formerly president of Morse In- 
ternational, Inc., New York. 


FOR FURNITURE WEEK 


A Are You , Living 


i ee MODEL Hone 


FURNITURE 
SEPTEMBER 30th © OCTOBER sth 


This full-page newspaper adver- 
tisement, used by furniture retail- 
ers of Kansas City, is typical of 
the type of promotion which was 
put behind National Furniture 
Week nationally last week. 


Rice-Stix to Launch 


Merchandise Show Boat 


Rice-Stix Dry Goods Company, St. 
Louis, has chartered the steamer 
Capitol, and is transforming it into 
a floating display of lines manufac- 
tured and sold by Rice-Stix, for a 
1,200-mile trip to New Orleans. A 
sales force of 40 will make the trip. 

Stop-overs will be made at impor- 
tant river towns, merchants from 
these cities and surrounding terri- 
tories coming aboard to make their 
selections from the sample lines 
shown. It is expected that the trip 
will be completed in about three 
weeks. 


Photo Engravers to Meet 


The annual convention of the 
American Photo Engravers’ Associa- 
tion will be held at Hotel Statler, De- 
troit, Oct. 10-12. 


MACY'S CATALOG 
IS NEW THREAT 
TO ADVERTISERS 


New York, Oct. 4—Long a cause 
of worry for national advertisers, 
R. H. Macy & Co., Inc., has made a 
move to spread its private brands 
throughout the United States and 
its possessions with the issuance of 
a ’phone and mail order catalog 
listing 2,000 items sold under the 
Macy name. 

The book, running over 100 pages, 
was introduced as “an extension of 
Macy’s service to its customers.” 
While no statement was made by 
Macy executives regarding the fre- 
quency of its issuance or its geo- 
graphical scope, the story as told in 
the catalog indicates that it will be 
issued seasonally. 

The first issue, called the “Handy 
Guide for Household Needs .. . Win- 
ter 1935-6,” carries a shipping in- 
struction sheet showing how to fig- 
ure parcel post, express and freight 
rates to points throughout the coun- 
try and its possessions. 

“Like so many other of our ven- 
tures, it is conceived not out of the- 
ory, but directly out of the expres- 
sions of our customers themselves,” 
the preface states. “Many of them 
unable to come to the store as often 
as they wish, have asked us to bring 
a part of the store to them,in a small 
catalog, to contain only the articles 
of frequent use which bear Macy’s 
own marks, in order that they may 
steadily earn the savings those ar- 
ticles accrue. The savings, we as- 
sure you, are very real.” 


Many Lines Featured 


Subsequent pages tell of the 
store’s bureau of standards which 
“guarantees quality,” of the confi- 
dence which has been earned by 


Macy brands, of savings through 
large orders, and of automatic 
changes in price when the current 
store price is less than that quoted 
in the catalog. The adjustment 
policy announced is that “when 
Macy’s is at fault, merchandise is 
always returnable.” 

The private brand groups covered 
are cosmetics, drugs and toiletries, 
wines and liquors, groceries, candy 
and housewares. Photographs are 
used throughout and the printing is 
by the rotogravure process, some 
pages in color. Macy’s six per cent 
saving is featured on the back cover. 

At the store, the catalog was said 
to be an experiment and no state- 
ment was forthcoming as to future 
plans. Macy’s has been without a 
catalog for 30 years. 


Kittredge N. con Mend of 


Chicago Art Directors 
William A. Kittredge, R. R. Don- 
nelley & Sons Company, was elected 
president of the Art Directors Club 
of Chicago at a meeting Oct. 2. Wil- 
liam H. Savin, Roche, Williams & 
Cunnyngham, was named first vice- 
president, and Lou Ingwersen, J. 
Walter Thompson Company, was 
elected second vice-president. John 
B. Breunig, Needham, Louis & Bror- 
by is the new treasurer and John E. 
Olson, Leo Burnett Company, is sec- 
retary. 

New directors are Howard Taylor, 
W. E. Long Company, and George S. 
Lyman, Roche, Williams & Cunnyng- 
ham. Holdover directors are E. Willis 
Jones, Needham, Louis & Brorby, and 
Scott Runge, N. W. Ayer & Son. 


Chevrolet Renews Spots 
on 300 Radio Stations 


Chevrolet’s “Musical Moments” 
program, which is currently heard 
over about 300 stations, will be re- 
newed Oct. 21, it is reported, with 
about the same number of stations 
being used. It is believed likely that 
the spots will be used the year 
around, in which case the total vol- 
ume will approximate $1,500,000. 

World Broadcasting Company is 
producing the transcriptions used by 
Chevrolet in the series. 


The Post-Dispatch is St. Louis’ 
Largest Newspaper—Sunday or 
Daily—has far more circulation than 
any other St. Louis newspaper 
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. . . ' “But Will Rogers 


was unique. He was one of the giants of the times. In a 
genuine sense he could be called court jester to King 
Demos, a sovereign who needs the services of a jester 
no less, and it may be more, than those crowned 
monarchs of old who hired jesters to prevent themselves 
from being smothered by the attentions of ‘yes men’ 
and flatterers.’’ Uncle Dudley, 

The Boston Globe 


The Comics can quite properly claim a similar place in the hearts and minds of the 
great common people because they speak in terms of humor with genuine sympathy and 


understanding—a language appreciated by everybody. 


Mctropolita Weckly 


e Baltimore SUN-Boston GLOBE - Buffalo TIMES-Detroit NEWS METROPOLITAN Advertising Ofkices 
Cleveland PLAIN DEALER-Ahiladelphia \NQUIRER-Chicago TRIBUNE NEW YORK-CHICAGO 


; or SUNDAY - 
New York NEWS-Pittsburgh PRESS-Weashington STAR: St Louis GLOBE-DEMOCRAT NEWSPAPERS Ine. & SAN FRANCISCO 
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WAGE VIGOROUS 
ESSO MOTOR OIL 
DRIVE IN OHIO 


Cleveland, O., Oct. 3.—Standard 
Oil of Ohio opened a vigorous cam- 
paign Tuesday to introduce its new 
Esso Motor Oil throughout the state, 
newspapers, posters, radio, A-boards, 
window displays, window streamers 
and folders being used in the pro- 
motion. 

First publicity on the new prod- 
uct appeared Oct. 1 when 24-sheet 
posters went up on 270 boards 


throughout Ohio. With a colorful re- 
production of the can, the simple 
message stated, “Now Esso Motor 
Oil, World’s Finest Lubricant, At 
Standard Oil Stations and Dealers.” 

Today full-page newspaper adver- 
tisements were used in 18 leading 
dailies of the state. The list con- 
sisted of the Toledo Blade and To- 
ledo Times, Lima News, Marion Star, 
Dayton Journal and Dayton News, 
Cincinnati Enquirer and Cincinnati 
Times Star, Portsmouth Times, Co- 
lumbus Dispatch and Ohio State 
Journal, Zanesville Times - Recorder 
and Signal, Mansfield Journal, Cleve- 
land Plain Dealer and Cleveland 
Press, Akron Beacon Journal, Can- 
ton Repository, and Youngstown 
Vindicator. 

Copy showed a motorist and sta- 


tion operator in conversation. “What! 


... 35¢ a Quart?” inquired the mo- 
torist. “Yes, Sir! for the world’s 
finest lubricant—and you'll say it’s a 
bargain,” the Sohio man answered. 
The message then developed into a 
brass tack discussion of quality. The 
second insertion will appear Oct. 17, 
bringing out the story of easier start- 
ing and greater heat resistance. 

The addition of Esso to the Stand- 
ard family of products in this state 
will receive frequent mention in 
Sohio radio programs. 

While posters, radio and newspa- 
pers are spreading the news to mo- 
torists, Standard stations and deal- 
ers will push Esso in many ways. A 
total of 3,000 small posters will go 
up on 1,500 “A-boards” during Oc- 
tober. At the same time the com- 
pany is providing a striking window 
display for stations. This includes a 


jumbo Esso can, three feet high, in 
full colors. It will be used with 
groups of quart and six quart cans. 

Special streamers are likewise of- 
fered, particularly for service sta- 
tions which do not have a suitable 
window for display purposes. This 
will be a reproduction of the large 
posters showing the can in full 
colors. 

Special Esso can racks will be used 
in full view on station islands. A 
sign at the top reminds the public 
that “Esso Motor Oil is the World’s 
Finest Lubricant.” 

As a final step in pushing the 
product, folders in the form of the 
Esso can in red, white and blue, will 
be passed out. This will give the 
public a quick story of the new oil. 

Sohio advertising is handled by 
McCann-Erickson, Inc., of Cleveland. 


New York 


Daily 


Chicago 


Uncle Sam has begun to spend $146,000,000 on Florida's Cross- 
State Canal... and Jacksonville's trading territory has begun to buy 
with open-handed enthusiasm. The point for sales-managers and space 
buyers to remember is that the Cross-State Canel lies entirely within 
Jacksonville's trading area which is dominated by the Florida Times- 
Union. Advertising schedules in the Times-Union blanket this whole 


market including 85 per cent of all literate homes in Jacksonville proper. 


The Mlorida Times-Union 


LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA’S LARGEST NEWSPAPER Stiseclay- 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 


Blackett-Sample 
Leads CBS List 
For First Half 


New York, Oct. 2.—Blackett-Sam- 
ple-Hummert, Inc., with time pur- 
chases of $1,316,808, bought more 
time than any other agency on the 
Columbia network during the first 
six months of 1935, CBS has re- 
vealed. 

N. W. Ayer & Son, Inc., was the 
second largest customer of CBS dur- 
ing the period, accounting for $850,- 
728, and Erwin, Wasey & Co. took 
third place with $669,617. 

Others, in order, were: 


William Esty & Co........... $587,801 
Newell-Emmett Company.... 454,737 
Stack-Goble Advertising 

BOONES 0.0600 benscvcensesees 452,637 
Frances Hooper Advertising 

FOF POCO TCE CO CC EO 438,451 
E. W. Hellwig Company ..... 411,653 
F. Wallis Armstrong ........ 399,196 


Batten, Barton, Durstine & 

Osborn 337,481 
J. Walter Thompson Company 304,368 
Hutchins Advertising Company 278,111 


Lennen & Mitchell........... 257,078 
Young & Rubicam........... 255,925 
Ruthrauff & Ryan........... 244,102 
Cecil, Warwick & Cecil....... 180,126 
Brooke, Smith & French..... 166,460 
Geyer COMPARY .ccccccceccce 145,027 
Roche, Williams & Cunnyng- 
Pe errr eee 141,116 
Campbell-Ewald Company ... 139,337 


Joseph Katz Company........ 128,982 
Henri, Hurst & McDonald.... 128,269 
Eord & TROMAS. ..ccccccccese 7,085 
McCann-Erickson ............ 80,917 
Gardner Advertising Company 78,874 
Calkins & Holden ........... 72,342 
Blackman Company ......... 67,293 
TORRES B TAGs s6 56 eeeevecs 66,976 
United Advertising Agency... 55,096 
Hutchinson Advertising Com- 

ree 53,932 
J. L. Sugden Advertising Com- 

NN gcc keke hiss 44 000608 51,493 
J. Stirling Getchell........... 46,912 
Russell M. Seeds Company... 42,336 
ee eee 36,630 
Hays MacFarland & Co....... 36,096 
By. Bis BERND 60:0. 06:0 0:00:02 6:0:0:0 23,968 
Blaker Advertising Agency.. 20,641 
McKee & Albright............ 5,635 
Cockfield, Brown & Co....... 13,000 
Frank Presbrey Company.... 12,410 
MORIOTO GOPVIGO cevcccccvccces 6,759 
S. C. Croot Company......... 6,152 


SS errr 4,480 


Morris, Windmuller & 
PERSO ee 3,545 
PROMO MEAFUIR 6c cccceceseccess 1,918 
eS EET 1,437 
Grey Advertising Service..... 1,373 
TEORtN<BOGRSE co cccccsccsccccse 1,226 


Comparable figures for NBC sales 
have not been released by that net- 
work. 


Macfadden Publications 


Present Questionnaire 


Macfadden Publications, Inc., is 
launching a promotion plan in the 
current issue of True Story magazine 
involving a nation-wide poll on the 
subject of what constitutes an ideal 
marriage. The survey, said to be the 
first of its kind, is in the form of a 
questionnaire dealing with every 
phase of marriage, the family and 
the home. 

Dr. Lyman Bryson,- professor of 
adult education at Teachers College, 
Columbia University, Mrs. Sidonie 
Gruenberg, director of the Child 
Study Association, New York, and 
Dr. Ned H. Dearborn, dean of the 
Division of General Education at 
New York University, have been 
named to tabulate the answers re- 
ceived. 


Plan Annual Shows to 
Boost Better Fashions 


To re-establish confidence in 
fashion shows, The Fashion Group, 
New York, in a special meeting of its 
board of governors, decided to repeat 
its “Fashion Futures” presentation 
next fall, and probably every year 
thereafter. 

The “Fashion Futures of 1935,” 
held a few weeks ago, won wide ac- 
claim because, being edited by a 
group of women in key positions to 
judge the fashion picture as a whole, 
it settled for some months to come 
the question of what will be in best 
taste in women’s attire, and so acted 
as an insurance against purchasing 
errors. 


Tells Stamp Story 


The National Poster Stamp So- 
ciety, 64 E. Lake St., Chicago, has 
started publication of “Poster Stamp 
Bulletin,” a folder showing the uses 
advertisers and others have found 
for the poster stamp. Its columns 
are designed for an information ex- 


change between members of the so- 
ciety. 
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How to Sell Goods! 


Laughter has always held 
the crowds .. . Charlie 
Chaplin, Will Rogers, 


Stronger even than laugh- 
ter is pathos, in moving 
great masses of people... 


The world never tires of 
excitement... Modern 
detective fiction, Gang- 


And the greatest moving _ 
force of all—romance and 
love. Nine out of ten 


Mickey Mouse, Amos ’n’ Andy... Aris- 
tophanes, Moliére, The Taming of the 
Shrew ...and in modern pictorial enter- 
tainment, Jiggs and Maggie, The Little 
King, The Katzenjammer Kids, Pop-Eye 
the Sailor... of The Comic Weekly. 


Abie’s Irish Rose, East Lynne, Uncle 
Tom’s Cabin... Aeschylus, Euripides, 
Hamlet, Dickens... and so in modern 
pictorial entertainment, thewistful appeal 
of Skippy, the troubles of Little Annie 
Rooney . .. of The Comic Weekly. 


ster Pictures, King Kong and Dracula... 
Homer, King Arthur, Defoe, Dumas, 
Jules Verne...and so in modern pictorial 
entertainment, Flash Gordon, Jungle 
Jim, Ace Drummond, Radio Patrol 
and Tim Tyler...of The Comic Weekly. 


movies, any Broadway success, and all 
the best selling fiction of today... 
Sappho, Petrarch, Dante and Beatrice, 
Romeo and Juliet...and so in modern 
pictorial entertainment, Tillie the Toiler, 
Rosie’s Beau ... of The Comic Weekly 


Why The Comic Weekly produces record results 


Laucus ... Loves... Thrills and Tears! Upon 
these eternal appeals is based the editorial con- 
tent of The Comic Weekly—in modern pictorial 
entertainment provided by the highest paid talent 
in the world. 

Upon these appeals The Comic Weekly, dis- 
tributed through the 17 great Hearst Sunday News- 
papers, has built the largest weekly reading audience 
on earth. 

They are why everybody reads the comics! 
“More people read the comics than the front-page 
banner story,” says Dr. George H. Gallup... 
“68% of all men, 72% of all women.” And 99% of 
the juveniles! 

Leading advertisers have learned these things to 
their profit! That an advertisement placed in The 
Comic Weekly is an advertisement in the world’s 
most strategic position. 

That the way to the family pocketbook is 
straight through the heart. 

That The Comic Weekly offers them a medium 
that carries these heart appeals to everyone in the 
home—to more than 20,000,000 persons in over 


FOR LEADING ADVERTISERS 


5,500,000 homes, more than !/sth of.all the English 
reading people in the United States, with a concen- 
tration in the country’s greatest buying markets 
and in the 995 key cities that account for 70% of all 
retail sales. 

Yet at $17,500 for a back cover, $16,000 for an 
inside page, The Comic Weekly’s color page rate 
for a thousand families is 38% less than the average 
of nine leading national magazines. 

Whatever it is you have to sell, look now into 
the story of The Comic Weekly—the publication 
that has brought sales results seldom equalled by 
any medium even in the most prosperous times. 
Call COlumbus 5-2642 in New York or Superior 
6820 in Chicago. 


THE COMIC WEEKLY 


GENERAL FOODS PUBLISHES ITS 72nd 
ADVERTISEMENT IN THE COMIC WEEKLY! 


The General Foods Corporation, first advertiser 
to place a general merchandise schedule in THE 
COMIC WEEKLY, runs its seventy-second ad- 

i in this publication on October 6, 1935. 


Beginning in 1931, this great manufacturer of a 
diversified line of food products has used THE 
COMIC WEEKLY consistently, year in and year 
out. Six of its leading products have been repre- 
sented in this schedule. 

Experts in the understanding of people, their 
reading habits and their reactions, it is no wonder 
that General Foods recognized the sales value of a 
medium that had flourished continuously for 35 
years. It is no wonder that when the pages of THE 
COMIC WEEKLY were thrown open to adver- 


tising, General Foods was the first to profit. 

Complete understanding of THE COMIC 
WEEKLY'S basic appeal to the emotions — to 
LAUGHS, LOVES, THRILLS and TEARS— 
helped General Foods to take the initial step. 
Since then this Company has ordered seventy- 
two advertisements in this one medium— proof 
enough that their judgment was sound. 


Everybody Reads The Comics 
959 Eighth Avenue, New York City . . . Palmolive Building, Chicago 
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ADVERTISING AGE 


October 7, 1935 


FULLER FOLDER 
PAVES WAY FOR 
TALK NEXT DAY 


Hartford, Conn., Oct. 3.—The Ful- 
er Brush Company has developed a 
colorful folder for distribution by its 
salesmen to housewives in advance 
of the selling visit. 

The new folder supplements the 
32-page manual which company sales- 
men have been distributing to cus- 
tomers at the rate of a million a 
month, and puts special emphasis on 
the use of Fuller merchandise for 
Christmas gifts. 

The folder, printed in two colors 
and black, illustrates a number of 
Fuller brushes and other household 
items. Lower prices on many items 
in the company’s line are listed. The 
folder takes the place of an “advance 
card” formerly used by Fuller sales- 
men. 

The salesman calls in the evening 
at homes which he plans to visit the 
following morning, hands the ad- 
vance folder to the housewife with 


fect that he will call at about a cer- 
tain time the next day, and leaves. 
Salesmen are instructed not to enter 
into any sales presentation or other- 
wise prolong the conversation dur- 
ing this brief evening call. 


Prices May Rise 


The full sales presentation is 
made during the call next morning. 
In the meantime the housewife has 
probably looked through the folder 
out of curiosity, noted that it “enti- 
tles her to her Fuller gift brush— 
free,” and is thereby influenced to 
give the salesman a more cordial re- 
ception. 

The folder provides a list of the 
nearest Fuller branch offices. Price 
reductions are described as due to 
the economy of direct selling, and 
there is a warning that increases 
may be necessary soon due to rising 
costs of material. 


U. S. Food Officials 
Adopt Trade Ruling 


W. G. Campbell, Chief of the Food 
and Drug administration, has an- 
nounced a new ruling in regard to 
labeling of sub-standard jams and 
preserves, designed to bring the fed- 
eral procedure into line with trade 
practices which were adopted under 
NRA codes. Under the ruling, cer- 
tain foods must be labeled “imita- 


a very brief explanation to the ef- 


tion.” 


Sears Spends 
$9,000,000 in 
Dailies in ’34 


Chicago, Oct. 2.—Sears Roebuck & 
Co. spent a total of $9,178,882 for 
newspaper advertising of its retail 
stores during 1934, G. W. Cunning- 
ham, general advertising manager, 
has revealed. 

The advertising appeared in 851 
newspapers in 43 states, and was 
placed in behalf of more than 400 
Sears retail stores. 

The 1934 total is the largest in 
the chain’s history, and is 24.3 per 
cent greater than the 1933 expendi- 
ture, which was previously the big- 
gest in the company’s history. Sales 
during 1934 were 17 per cent ahead 
of 1933. 

The total Sears expenditure for 
newspaper advertising during the 
past five years-has been $35,662,988, 
Mr. Cunningham said. 


Airs Southern Games 


Humble Oil & Refining Company, 
Houston, Tex., will go on the air with 
seven broadcasts of the Southwest 
Conference and three intersectional 
football games over Texas Quality 
Network. 


. & 
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ordinary corn field. 
a special kind of corn which ex- 


IN THE 


CEDAR RAPIDS 


AREA 


For our class in agriculture we 
present here what looks like an 


It really is 


plains a lot of the farm prosper- 
ity in this area. Please note that 
one row has tassels while the 
adjacent rows do not. This is a 
field for growing Hybrid seed 
corn. Ordinary corn will run 45 
to 50 bushels per acre. Hybrid 
corn produces 60 to 70 bushels 
per acre. (Crop restrictions are 
based on acreage.) Hybrid corn 
cannot be replanted the second 
year as it will revert back to its 
original varieties. 


In the fertile valley of the Cedar one of the largest crops in years is bring- 
ing splendid prices. Thus lowa farm income soars far above the national 
average, and the farmers in the Cedar Rapids area are buying. When the 
farmer buys, business is good in lowa. No section of lowa is more favored 
than the rich area served by the Cedar Rapids Gazette now enjoying the 
largest circulation in its 52-year history. No wonder the Cedar Rapids 
Gazette leads all lowa dailies in advertising linage for the first 6 months 


of 1935. 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 
Chicago 


Detroit 


St. Louis 


_—— 


MAKING THE CONTAINER SERVE A NEW USE 


- 


> 


The distinctive containers for Sunsweet prune juice serve as the wheels 

of the kiddy car in this novel display. The display itself consists of a 

one-piece die-cut card which has holes fitting over the necks of the 
two containers. 


LORD & THOMAS 
READY T0 START 
BROAD CAMPAIGN 


Chicago, Oct. 3.—An advertising 
effort, certain phases of which might 
well be signed by advertising as a 
profession, rather than by a single 
organization, has been launched by 
Lord & Thomas, to begin immedi- 
ately and run indefinitely. 

The agency will spend $300,000 in 
advertising between now and the 
first of the year. While the channels 
used will be narrowed somewhat in 
1936, indications are that about the 
same amount will be invested. 

While one obvious effort will be 
to heighten still further the prestige 
of Lord & Thomas and thus bring 
new accounts into the agency, other 
phases of the campaign are of an 
altruistic nature, seeking to lift the 
level of public appreciation of ad- 
vertising and to engender a more 
intelligent cooperation with it, this 
last applying chiefly to trade factors. 

In the main, however, the cam- 
paign will be designed to unfold, 
bit by bit, the advertising philoso- 
phy of Lord & Thomas, and to piece 
together a yardstick which discrim- 
inating business executives can use 
to measure their own promotion. 

The present campaign is said to 
have come into existence in the 
minds’ eyes of some Lord & Thomas 
executives over a period of three 
years. Albert D. Lasker, president 
of the agency, had already deter- 
mined to run such a campaign when 
he addressed the Advertising Fed- 
eration of America at Chicago last 
June. Those who heard him expound 
the conviction of the late John Ken- 
nedy that “advertising is salesman- 
ship in print” might have read be- 
tween the lines and forecast the 


birth of an effort which would spread 
this philosophy to all who read. 


While papers of the “executive” 
character will carry the Lord & 
Thomas story, others will be used 
which might be considered wasteful 
if the agency were merely selling its 
own services. The schedule includes 
consumer mediums and _ papers 
reaching dealers in many lines. It 
is through these, it is said, that Lord 
& Thomas hope to achieve the co- 
rollary purposes of educating both 
consumer and retailer to the eco- 
nomic function of advertising that 
does its work efficiently and simply. 


Lord & Thomas explained the ba- 
sic ideas to their own branch man- 
agers at a recent meeting in Chi- 
cago. Managers were asked to sub- 
mit their own views, and from this 
interchange of opinion grew up a 
campaign which will have behind it 
the solid support of all units of the 
big agency. 


National Campaign 
: Set for Bon Kora 


Battle Creek Drugs, Inc., Battle 
Creek, Mich., manufacturer of Bon 
Kora reducing treatment, is releas- 
ing an extensive schedule through its 
recently appointed agency, Martin, 
Inc., Detroit, Mich. Space will be 
used in Cosmopolitan, Household 
Magazine, Motion Picture, Pictorial 
Review, True Story and 14 other 
magazines, as well as Sunday maga- 
zine sections of metropolitan news- 
papers. 

At the same time, plans are being 
contemplated for extending the for 
eign market, in addition to the 12 
foreign countries where Bon Kora is 
now sold. 


Milk Group in Campaign 

Rhode Island Fresh Milk Institute, 
Providence, R. I., is launching a 
newspaper and radio campaign to 
promote the consumption of fresh 
milk throughout the state. Other pub- 
licity will be directed to schools and 
will include tie-ups with endorse- 
ment by public officials. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of ‘Reserve Illustrations."” Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


vA UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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HOSPITAL 


NEW YORK 


IDDLE of August, the first greatly revamped 
issue of Hospital Management by the new 
owners (Institutional Publications, Inc.) was 

started merrily on its way. And along with it, to ad 
agencies and advertisers, went the new presentation 
“Hospitaltown.” 


Came the dawn of August 22nd, and with it a letter 
(among a lot of others like it) from adman C. C. 
Mercer of Cleveland. Says he—‘Just received your 
presentation of ‘HOSPITALTOWN.’ It is an excel- 
lent job—one that every publisher should do because 
it gives information on your field and publication 
that a space buyer needs. I think you are doing a 
splendid editorial job and an excellent promotion 
job. You should certainly go places.” 


The Publishers, thinking that a nice unsolicited testi- 
monial, asked if the letter could be used. Wrote ad- 
man Mercer—“I shall be glad to have you use my 
letter if it will do you any good. There was no apple- 
sauce in it.” The two letters, presentation “Hospital- 
town,” and the September issue of Hospital Manage- 


ee s Lanagement sk 


TOLEDO 


” 
a 
oere 


ment are shown above as they appear on the business 
manager’s desk. 


GOING PLACES? . . . and how! HERE’S WHY, 
say the publishers. Every member of the new edi- 
torial staff is an outstanding authority in his or her 
field. Exclusive new features are being carried never 
before given readers in the hospital field. Reader 
interest reaches the boiling point. Latest modern 
type faces catch the eyes and are easy on them, too. 
Art decorations are new and colorful . . . as are 
also the many illustrations. Paid circulation upped 
7.5% in 30 days, the greatest one month paid sub- 
scription gain in 15 years. (A total distribution jump 
of 1700—from 4009 to 5700.) “No applesauce, we’re 
going places,” also say the publishers, “and we’re 
taking our advertisers with us!” Investigate what 
Hospital Management offers to-day. Protection at 
present low rates is good business. 


SEND FOR A COPY OF “HOSPITALTOWN"” 


“Hospitaltown,” a new, spiral-bound, file size presen- 
tation giving comprehensive facts concerning the 
buying habits and trends in the hospital field, is yours 
for the asking. It will give you a keener appreciation 
of the big possibilities of this field. Write for a 
copy to-day. 


(771 
612 NORTH MICHIGAN AVENUE 
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“FIRST PLACE I HAVE EVER BEEN 
WHERE HOSPITAL MANAGEMENT 
WASN'T REFERRED TO DAILY.” 
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The powerful reader interest of Hospital Management . . . 
the extent to which the entire hospital staff depends upon 
it for daily reference . . . is proved by the letter above. 
DAILY REFERENCE .... . that's the high spot of any publica- 
tion, the outstanding feature so eagerly sought by shrewd 
advertisers. 
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enetration 


Reader interest is the running back in this business 
of making advertising pay. ~~ Fiction whips up reader 
interest as a lump of sugar revives a groggy guard. © 
Fiction smashes through indifference and distractions 
...opens up the field for your product. © Naturally, the 
greater the fiction, the harder the smash...the deeper 
the PENETRATION. ~ Cosmopolitan’s GREAT 
FICTION scores because its quality and quantity are 
so evident that it has an adult family PENETRATION 
of 90 readers out of a possible 100. ~ It pays because 
its emotional power stirs these readers to ACTION! 


OSMOPOLITAN 
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NEW TEA HOUSE 
GREETS VISITOR 
AT McCORMICK’S 


(Picture on page 35) 

Baltimore, Md., Oct. 3.—An an- 
cient tea house, which looks as if 
it might have been lifted intact out 
of 16th century England, has been 
constructed at the plant of McCor- 
mick & Co., Baltimore, as a novel 
plan to build good will and promote 
use of McCormick tea, extracts, and 
other products. 

“Ye Old McCormick Tea House” 
forms the reception room to the 
company’s offices on the seventh 
floor of its plant. Visitors to the 
plant are greeted by a hostess in 
early English costume and served 
a cup of McCormick’s Banquet tea. 

The company believes that the 
new tea house, just opened, will 
inject a friendly note of hospital- 
ity into business relations with 
large numbers of wholesale and re- 
tail grocers and with salesmen and 
others who call on business. 

In addition, the tea house is ex- 
pected to prove an added attrac. 
tion for large groups of housewives, 
teachers and members of various 
women’s organizations who frequent- 
ly visit the plant. 

Every detail of the tea house, 
from the weatherbeaten, hand-made 
roof tiles, to the worm-eaten, hand- 
hewn beams and timbers inside, 
faithfully reproduces old English 
architecture. Practically all of the 
inn’s furnishings, its hand-wrought 
iron lighting fixtures, and the and- 
irons and roasting spit for the mas- 
sive fireplace, were built to special 
order. 


Will Issue Invitations 


“The tea house is an expression 
of our belief that good will can be 
fostered more effectively through 
hospitality than through high pres- 
sure,” J. Grayson Luttrell, McCor- 
mick vice-president in charge of 
teas, stated. “We believe our vis. 
itors will enjoy the quiet, old-world 
atmosphere of the inn, and will 
spread abroad a friendly feeling for 
our company by telling their friends 
about it and urging them to accept 
our open invitation to call.” 

McCormick & Co. serve tea to 
their office staff each afternoon, and 
it is expected that the tea house 
also will help promote the use of 
teas as an afternoon “pick-up” drink 
among other business organizations. 


Copy Asserts 
Cigar Values 
Have Changed 


Philadelphia, Pa., Oct. 3.—Bayuk, 
Inc., has just launched a nation-wide 
advertising campaign in newspapers, 
with “Long-filler Havana’ as the 
war cry of the copy. Copy urges 
nickel cigar smokers to rise up and 
demand their “rights.” 

Readers are advised that for five 
cents today they should demand a 
cigar containing superior tobacco. 
The advertising, which is concen- 
trated on sports pages, asserts that 
Phillies contain the same “quality 
and quantity of long-filler Havana 
and domestic as when it was Amer- 
ica’s largest-selling ten-cent brand.” 

“Cigar values have changed,” 
Bayuk copy tells smokers. “The 
cigar you pay five cents for today 
should be the ten-cent value of a few 
years back.” The success of Phillies 
has made Bayuk the largest importer 
of Havana in America, it is stated. 


M. A. S. A. Holds Course 


Beginning Oct. 10, Nathaniel 
Waring Barnes of Columbia Univer- 
sity will give a series of ten lec- 
tures on sales letters, under the 
auspices of the Mail Advertising 
Service Association of New York 
City, Inc. The lectures will be held 
each Thursday at 7 p. m., in room 
735, Rockefeller Center. 


Ford and Lincoln to 
Show Independently 


Ford Motor Company and Lincoln 
Motor Company will stage their own 
automobile show at Hotel Astor, 
New York, opening concurrently 
with the National Automobile Show 
on Nov. 2. 

In addition to the Astor show, 
Ford and Lincoln models will be on 
display at the Ford Motor Sales 
Company’s showrooms at 1710 
Broadway. 


Kirkgasser Appointed 


George J. Kirkgasser & Co., Chi- 
cago, have been appointed to handle 
advertising of Eugene Dietzgen 
Company, Chicago, manufacturer of 
drafting and surveying instruments 
and supplies. 


Broadcasts in 
Print Launched 
By Hammermill 


New York, Oct. 4.—A new formula, 
the broadcast in print, has been 
adopted by the Hammermill Paper 
Company, Erie, Pa., in a campaign 
which started this week. 

For a long time, officials of the 
company have realized that with a 
product of the kind they manufac- 
ture, the best way to sell is to take 
the customer to the mill to witness, 
first hand, the special processes and 
care in handling which result in qual- 
ities of the finished goods that are 


not seen by the casual observer. 

Obviously, it is impossible to take 
all buyers and prospective buyers of 
Hammermill Bond paper to the Erie 
mills, and in lieu of this, A. E. 
Frampton, advertising manager and 
assistant sales manager, in collabora- 
tion with Batten, Barton, Durstine & 
Osborn, Inc., devised the plan of tak- 
ing public figures to the plant. 

The result has been a series of 
“printed broadcasts” made by ra- 
dio’s outstanding commentators. A 
“printed broadcast” by Ted Husing 
touches off the new campaign. One 
by Boake Carter is second in the 
series. Each went to Erie, investi- 
gated the Hammermill activities 
there, and delivered a characteristic 
interpretation, not through the micro- 
phone, this time, but through the 


pages of Collier’s, Saturday Evening 
Post, and Time. 

While the copy in the publications 
employed is the same in text, the 
opening is different in each case. The 
idea is to appeal directly to the spe- 
cific tastes of each magazine’s read- 
ers. 

To make all pages more effective, 
small shots taken without posing 
with a Leica camera show each 
broadcaster observing operations 
which are featured in their printed 
broadcasts. 


Itter Starts Agency 


Haroid Byron lItter, associated 
with local agencies for the past six 
years, has opened an advertising 
agency under his own name at 340 
W. Pender St., Vancouver, B. C. 


market. 


Chicago. 


tacts are most easily made. 


No manufacturer can do a 100% job (or anything near a 100% 
job) in Chicago without selling the Chicago American market. 
This tremendous market represents half the total Chicago 
In other words, American readers buy half the 
food, half the clothes, half the refrigerators, half the automo- 
biles, half of everything sold in America’s second largest market. 


To ignore this powerful buying factor is equivalent to a manu- 
facturer saying to himself, “Nerts to half the Chicago market.” 
But worse, it’s equivalent to his saying to his Chicago dealers, 
“With my merchandise you can make a big profit. 
you, you'll have to work hard because my advertising is sending 
only one out of every two Chicagoans into your stores.” 


But mind 


The Chicago American has the largest evening circulation in 
It gives every manufacturer the opportunity to talk 
directly to Chicago's tonnage market at night when sales con- 
It sends American readers into 
dealers’ stores asking for merchandise advertised in the Chicago 


American. And big as Chicago is, the American reaches half 


of this great market. 


Mr. Manufacturer, if you’re not using 


the American, you don’t know the half of it. 


CHICAGO AMERICA 


Rodney E. Boone, General Manager 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 
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Bringing Furniture Back Into the 
Merchandising Picture 


The observance of National Furni- 
ture Week throughout the country 
last week indicated that furniture 
manufacturers and dealers are at 
last determined that their industry 
shall get more of the consumer’s dol- 
lar than has been the case for a num- 
ber of years. Furniture was de- 
pressed even before the depression, 
which is another way of saying that 
the consumer put many other things 
ahead of furniture even before 1929. 

The revival of residential construc- 
tion and the campaigns to promote 
home modernization are directly 
beneficial to furniture sales, since 
new and remodeled homes almost de- 
mand new furniture. But the indus- 
try might well profit from the suc- 
cess of many manufacturers of in- 
dustrial equipment who have been 
successful in showing their prospects 
the desirability of getting rid of old 
and obsolete machinery and replac- 
ing it with new and modern produc- 
tion tools. 

The profit motive is absent in ap- 
pealing to buyers of domestic furni- 
ture, but the American home is still 
a pretty important institution, and 
there are millions of families who 
are more than casually interested in 
their home surroundings. But if 
manufacturers of automobiles, radio 
receiving sets, electric refrigerators, 
automatic heating equipment and 
other “modern” products have made 
their stories so exciting to consumers 
that furniture has been crowded into 
the background, just who is to blame? 

Actually, furniture has always been 


a slow turn-over item in the retail 
merchandising field, with a big re 
tail mark-up needed to absorb the 
sales expenses. And the appeal, in 
most instances, has been on a price 
basis, which has led the consumer to 
regard furniture from a purely utili- 
tarian standpoint: to be used until 
worn out, and then replaced. The 
idea of using the style motive in de- 
veloping furniture demand, a plan 
which has been so successful in many 
other lines, has not apparently caught 
on in the furniture field. 

Yet the opportunity for modern 
styling and modern merchandising 
for furniture, a combination which 
might prove unbeatable, presents 
itself today in unusually attractive 
form. Extreme modern designs, ten- 
tatively introduced a few years ago, 
were not popular, but the modern 
idea has been so generally adopted in 
other fields as to suggest that furni- 
ture men could now successfully 
adapt them to their products. Truly 
modern designs in furniture would 
give the industry something to shout 
about. 

Under those conditions furniture 
makers and sellers would find adver- 
tising a powerful factor in getting 
the public really excited about what 
they have to sell. At present the 
home-owner is taking his time about 
refurnishing his quarters, although 
he is in the market for a lot of other 
things. New designs and a new kind 
of advertising might easily change 
his attitude toward furniture. 


Advertising the Radio Program 


The competition for the radio audi- 
ence is getting keener all the time, 
and advertisers who are seeking pub- 
lic favor via broadcasting are in- 
creasing their advertising efforts to 
support their programs and get a 
larger share of the available audience. 
The good programs tend to get more 
and more of the listeners, and the 
poor programs lose proportionately; 
while the program with which the 
public isn’t familiar has a harder 
time catching on, because there are 
so many well-established programs, 
with assured followings, with which 
the newcomer must compete. 

All of these factors suggest the 
value of advertising as a means of 
building a radio audience; and it is 
interesting to note the increasing 


number of broadcasters who accom- 
pany the news announcements of 
their programs, on the radio pages of 
the daily newspapers, with advertise- 
ments pointing out the attractive 
features of the program and saying a 
kind word or two for the sponsor at 
the same time. The current adver- 
tising in favor of the Plymouth trade 
broadcast, to which the public was 
permitted to listen in, is typical. 
This situation emphasizes a fact 
which advertisers, more than owners 
of mediums, appreciate and use: that 
specific advertising methods are 
seldom entirely independent of other 
means of promotion, and that a 
clever interlocking of several 
mediums may be more effective and 
profitable than relying on one alone. 


A REAL PROBLEM FOR THE MERCHANDISER 


—Collier’s. 


"Do you think they would sell us some gas?" 


Can’t Pay for Ideas 
He Gets from A. A. 


To the Editor: Enclosed is my 
check for my renewal subscription 
to America’s finest NEWSpaper of 
advertising—ADvVERTISING AGE! 

If I had to pay you for the ideas 
and the enjoyment that I derive from 
your publication—I’m afraid that I 
would owe you quite a substantial 
check! 

I read every word of your publi- 
cation before I look over the seven 
magazines I receive. 

E, EuGENE WADDEiL, 


Advertising Counsel, Pittsburgh, Pa. 


>, FF 


Words and Music 


To the Editor: Business in this 
section has been good all during the 
depression and I would venture to 
say that Louisville has been less af- 
fected than perhaps any other city 
in the country. 

At this particular time we are too 
busy filling orders and doing busi- 
ness to worry about the business out- 
look. As far as we are concerned, 
business is not going to get better. 
but business is better. 


A. P. BoNDURANT, 
Advertising Manager, Glenmore 
Distilleries Company, Louis- 
ville, Ky. 
*’ Ff 
Finds Similarity 
Between Drawings 
To the Editor: Leafing through 


your issue of Sept. 9 I was shocked to 
see the prize winning design of the 


Voice of the Advertiser 


contest conducted by Jordan Marsh 
Company of _ Boston. A 
through my morgue produced the at- 
tached clipping from a series of ad- 
vertisements for Certain-teed prod- 
ucts which appeared about ten years 
ago. 
A. L. MAcBAIN, 
Art Director, The Penton Publishing 
Company, Cleveland, O. 


7, FF F 


Looks Forward 

To the Editor: I would appreciate 
your securing for me the items listed 
in “Information for Advertisers” 
which are enumerated here. 

As I have told you before. AA is 
one publication I look forward to 
every Monday morning... and my in- 
terest has never waned. 

Thank you for the favor and for 
the fine periodical. 

Sam HERMAN, 
Production Manger, United 
Business Drives, Inc., 
Chicago. 


* F 


The News Gets Plenty 


Hot in Minneapolis 

To the Editor: The Minneapolis 
Advertising Club held its first meet- 
ing of the year at the Curtis Hotel 
on Wednesday, Sept. 25. It proved 
to be a unique and very interesting 
affair. 

Floyd Hooper, president of the 
club, turned the meeting over to John 
Thompson, general manager of the 
Minneapolis Star, who had brought 
with him about 20 new and old em- 
ployes of his paper. As you probably 


know, the Star has been taken over 
by the Des Moines Register and 
Tribune management and is now 
owned and operated by the Coles of 
Des Moines. 

During a short speech by Basil L. 
Walters, he was interrupted two or 
three times by “reporters” who called 
his attention to various incidents 
that had occurred in the city that 
morning. These incidents, however, 
having taken place three or four 
hours previously, were waved aside 
by Mr. Walters as “old stuff’—not 
worth printing. 


Finally, however, one of the re 
porters opened the door and inter- 
rupted the meeting again and an- 
nounced that a waiter in the hotel 
had shot the chef. Mr. Walters asked 
him, “When did it happen?” Then 
after a pause of two seconds a shot 
was heard and the event occurred. 
One second later two newsboys 
rushed into the banquet hall with an 


are THE MINNEAPOLIS STAR = 


— 


WAITER SHOOTS CHEF 


Disturbance Caused At Ad Club Mesting Now! 


search | |~-- 


First page of the "special' which 
was distributed at the Minneapolis 
Advertising Club meeting. 


extra announcing the shooting. The 
“whole play” was intended to im- 
press upon the members of the club 
the terrific speed with which the Star 
serves its readers. 


This front page stunt is by ne 
Means new, but the novel manner 
in which it was done at this meeting 
proved to be a lot of fun. 

R. C. Budlong of the advertising 
club arranged the program in coop- 
eration with the Star. 

E. L. LAHTINEN, 


Advertising Department, First 
National Bank & Trust Com- 
pany, Minneapolis, Minn. 


. FF F 


Oh, Now, Please— 


To the Editor: Twenty members of 
my class in special feature writing 
are studying the preparation of ma- 
terial for submission to your publica- 
tion. I shall be very grateful if you 
will favor me with a statement of 
your current editorial needs, require- 
ments, word rates, etc., for use in 
this department.” 

Harry Woop, 
Instructor in Journalism, Ohio 
Wesleyan University, Dela- 
ware, O. 


[Editor’s Note: We take this op- 
portunity to forewarn Instructor 
Wood and others who may be tempted 
to send us manuscripts that Apverr- 
11SING AGE does not publish “articles,” 
its editorial content consisting en- 
tirely and exclusively of news ma- 
terial.] 


vevwesgy 


Thinks “Most of Them” 
Will See Story in A. A. 


To the Editor: We certainly want 
to thank you for the story given the 
ABC display car trailer in your Sept. 
20 issue. 

It is our belief that anything 
printed in ApverTISING AGE will be 
seen by most of those interested in 
advertising—therefore, that the 
knowledge of how Altorfer Bros. 
Company is making use of this new 
method of promotion will be of help 
to others in solving their distribution 
problems. 

Wo. H. KINsALL, 


Altorfer Bros. Company, 
Peoria, Ill. 
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THREE-CORNERED 
BASEMENT FIGHT 
WINS PLAUDITS 


Chicago, Oct. 3.—The battle be- 
tween fuel interests, in which a 
chunk of iron in the glove of any 
contestant elicits only a mild rebuke, 
was described to the first annual 
convention of the American Bitu- 
minous Retailers’ Association at the 
Stevens Hotel this week. The role 
played by the Chicago Coal Mer- 
chants Association was lauded by 
several speakers. 

“The battle of the basements is 
a three-cornered fight requiring 
punches with Joe Louis’ power,” 
said B. R. Gebhart, of Appalachian 
Coals, Inc., referring to the efforts 
of the Chicago Oil Heat Committee 
and People’s Gas Light & Coke Com- 
pany, both of which are using heavy 
newspaper advertising. 

Mr. Gebhart also emphasized the 
necessity of selling mechanical stok- 
ing, as illustrated by the coal heat- 
ing exposition now running in Chi- 
cago. Similar affairs are planned 
for other cities. 

Copy of the Chicago Coal Mer- 
chants Association has been out- 
standing in character, headlines be- 
ing designed to unsell gas, and the 
coal story following farther down. 


Plenty Tough 


“Tried to burn gas, but plumbing 
troze twice,” in 120-point capitals, 
is a typical headline. Followed a 
letter from a disgruntled user of 
gas, with her photograph. 

Gas interests charge that these 
letters were bought, while the coal 
men reply that they were developed 
legitimately through a prize contest. 

The coal campaign is being placed 
by Charles Daniel Frey Company, 
that of the gas company by Lord & 
Thomas, and the third, by the oil 
sponsors, through McCann-Erickson, 
Inc. 


“Which’ll You 
Have?’’ Queries 
Campbell Copy 


New York, Oct. 3—Admen stared 
this week at national magazine copy 
for Campbell’s tomato juice (in 
which the virtues of orange juice 
were related), cogitated on the mat- 
ter, and came to the all but unani- 
mous conclusion that here was a 
really outstanding piece of advertis- 
ing subtlety. 

The tomato juice advertisement 
showed two young ladies sipping 
juice, the first announcing to the 
world, “I’ll take orange juice,” 
while the other declared, “I'll take 
tomato juice.” 

“Reach for your morning glass of 


health,” the text began. “Which 
shall it be? Orange juice? Tomato 
juice? Both are delicious. Both 


have the same important vitamins 
C and A and B. So drink deeply— 
for either is a good drink, and a 
good drink for you.” 


Aim at Breakfast Table Market 


Between these lines discerning ad- 
men professed to see two important 
developments: one of the first di- 
rectly competitive attacks on the 
breakfast table market, heretofore 
the bulwark of orange juice sales; 
and an attempt to indirectly appro- 
priate the health arguments built up 
through years of advertising of the 
citrus fruit. 

The big volume in the juice mar- 
ket continues to center on the break- 
fast table, and the public, despite 
its quick acceptance of tomato and 
numerous other fruit juices, still 
evinces an overwhelming preference 
for orange juice in the morning, it 


was pointed out. Consequently, if to-} 


mato juice advertisers can wean the 
consumer away from a steady diet 
of orange juice in the morning, they 
will vastly enlarge their potential 
market. 


Seek Test of 
FAA Authority 
Over Brewers 


Washington, D. C., Oct. 3.—A 
“friendly” suit, designed to test the 
authority of the new Federal Alcohol 
Administration over the brewing in- 
dustry, may soon be filed, it is re- 
ported here. 

While brewing trade association 
men said they had been unable to 
check reports of return to the “old 
time saloon” practice in some states, 
the Federal Alcohol Administration 
admitted it was closely watching 
the progress of State investigations. 


It is a debatable question in gov- 
ernmental legal circles as to the 
amount of the authority which the 
new FAA holds over brewers. Since 
the old FACA wag left powerless by 
the Supreme Court’s NRA decision, 
the brewing industry has had seven 
months free from any government 
control. 


The basis of the suit, as yet unde- 
fined in all details, concerns the 
“tied house” provisions which have 
been made during recent months. 
This method guarantees that the 
renter will buy only the brew of his 
landlord during a certain period. It 
is claimed that such contracts as 
have been made cannot be revoked 
now. 


The FAA has not committed itself 


as to procedure but indicated that 
it was studying both state laws and 
federal law in this connection and 
would welcome a test. All but nine 
of the “wet” states bar the tied 
house. Those who do not forbid it 
are Arizona, Georgia, Louisiana, Ne- 
vada, New Mexico, North Carolina, 
South Carolina, Oklahoma and Utah. 


Tobacco “Code” Set Up 


A “code” for the wholesale tobacco 
industry, first voluntary pact since 
NRA’s collapse, was announced by 
the Federal Trade Commission Sept. 
29. The agreement is known techni- 
cally as “trade- practice rules,” and 
is similar to those issued by the com- 
mission since the time previous to 
NRA. No labor provisions are con- 
tained in the new agreement. 


WLW, WSAI 
Adds Facilities 


Auxiliary broadcasting studios for 
stations WLW and WSAI are being 
constructed in the Union Central 
Annex, Cincinnati, to supplement 
those at the main plant on Arlington 
St. Programs will be broadcast 
from both points on completion of 
the new quarters. 


Test Davis Paint Copy 


Davis 100% Pure paint is foremost 
of the products featured by H. B. 
Davis Paint Company, Baltimore, 
Md., in a test campaign running in 
Washington, D. C., during October. 
Plans for extension of the schedule 
are being developed. Van Sant, Dug- 
dale & Co., Inc., Baltimore, is the 
agency. 


TOBACCO — 


STABILIZING FACTORS 
LOUISVILLE BUSINESS 


@ Smokers of America sent millions in trade dollars to Louisville all during the depres- 
sion. Internal revenue figures reveal that on cigarettes alone there was an increase 
from $1,729,146 paid in taxes in 1928 to $38,100,426 in 1933. This last figure has 
remained fairly constant during the recovery years but, even greater increases are 
expected in the immediate future and, in anticipation of them, hundreds of thou- 
sands of dollars are being spent in enlarging and improving local plants. 


Louisville was one of the cities least affected by the depression and today, bank 


clearings, retail sales and other barometers of business indicate that the Greater Louis- 
ville Market is one of the most fertile fields for concentrated sales effort. 


e GConrier -Zournal 


HE LOUISVILLE TIMES 


Give you complete coverage in this market, 
without competition, from dawn to dusk... 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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ADVERTISING AGE 


October 7, 1935 


AFA ASKS CLUBS 
TO JOIN WAR ON 
UNLAWFUL COPY 


Greater Efforts to Clean Up 
Advertising Urged 


New York, Oct. 3.—Organization of 
“vigilance committees” within ad- 
vertising clubs, as a means of com- 
bating unlawful and objectionable 
advertising, is urged by Chester H. 
Lang, president of the Advertising 
Federation of America, in a letter 
to clubs throughout the nation. 

Stricter enforcement of “truth in 
advertising” laws now on the statute 
books of most of the states, as the 
result of a campaign launched some 
20 years ago by leaders of organized 
advertising, is a prime need today, 
he asserts. In this work, Better 
Business Bureaus should have active 
cooperation from advertising clubs, 
he declares. 

“Border line” advertising, which 
is not fraudulent or deceptive but 
which tends to discredit advertising 
of the better type, “will be improved 
only as fast as public sentiment 
demands improvement,” he states. 
“What better agency for creating 
and expressing a proper public sen- 
timent in condemnation of this bor- 
der line advertising than the adver- 
tising clubs?” 


Quotes N. R. D. G. A. 


The Federation is frequently urged 
by national bodies to support stricter 
censorship of advertising, Mr. Lang 
states, the latest request coming 
from Paul E. Murphy, of Loeser’s, 
New York, chairman of the sales 
promotion division of the National 
Retail Dry Goods Association. 

Mr. Murphy sent the A. F. A. a 
copy of a resolution passed by the 
board of directors of his organiza- 
tion at their annual meeting, held 
in conjunction with the A. F. A. in 
Chicago in June, in which the exer- 
cise of copy censorship by mediums 
was urged. 

“The publishers,’ Mr. Lang de: 
clares, “in many cases are fighting 
an uphill battle because of the in- 
sistence of certain advertisers upon 
publication of .copy that is not up to 
standard—a situation which is diffi- 
cult to correct because of a lack of 
a crystallized, intelligent and mili- 
tant public sentiment that condemns 
advertising that is unlawful, as well 
as the border line copy which may 
not be unlawful, but is decidedly 
objectionable.” ~ 

The vigilance committees, under 
the plan, would study the law in its 
state which is intended to regulate 
advertising. If the law is found 
inadequate, the AFA counsel, Charles 
E. Murphy, will advise how to pro- 
ceed to get a better one, Mr. Lang 
advised. 

“Members of the vigilance com- 
mittee should be on the lookout for 
infringements of the law and should 
report these to the vigilance com- 
mittee chairman,’ Mr, Lang states. 

In regard to border line type of 
copy, Mr. Lang’s letter says: 

“Advertising that needs correcting 
is not confined to the newspapers. 
Every type of medium is carrying, 
or is broadcasting, some objection- 
able advertising. Your committee 
will find that the majority of pro- 
prietors of all forms of advertising 
will back up your efforts. So will 
the public—and so will the advertis- 
ers.” 


McPhee Leaves Publisher ; 
Wade Named Successor 


Douglas G. McPhee, for the past 
ten years editor of Ramsey Oppen- 
heim Publications, San Francisco, 
has resigned to open offices of his 
own at 576 Sacramento St. as con- 
sultant and special writer for busi 
ness organizations. 

He is succeeded by Robert W. 
Wade, Jr., co-founder and editor of 
Packaging Review, merged last year 
with Oppenheim Publications. 


Name Gerth-Knollin 


Gerth-Knollin Advertising Agency, 
San Francisco, has been appointed 
for advertising of Republic Electric 
Power Corporation, northwest utility 
company. A campaign will be re- 
leased shortly for Southern Oregon 
Gas Corporation, a Republic subsid- 
iary, using newspapers, outdoor and 
direct mail to announce reduced 
rates for the new petroleum natural 


gas. 


Price Heads New Agency 

Price-Gourley Advertising Agency, 
Ltd., has been organized at Van- 
couver, B. C., with offices at 413 
Granville St. Heading the new firm 
is J. Price, formerly connected witb 
Benwell, Price & Atkins, Ltd., which 
now plans a change of name to Ben- 
well, Atkins, Ltd. 


Borden Cheese 
Drive Aims at 


Related Sales 


New York, Oct. 3.—The cheese divi- 
sion of the Borden Company is 
launching a new “related selling” 
campaign for Chateau cheese, stress- 
ing its value as an economical and 
healthful food and as a_ versatile 
cooking ingredient. Fifteen news- 
papers in eight cities and spot radio 
programs in 16 cities will be utilized. 

Special recipes using Chateau in 
combination with meats and other 
items will be featured in the news- 
paper advertising. The radio pro- 


grams will be presented by home 
economists with large local following 
who will advise women on economi- 
cal menus and Chateau recipes. 

Supplementing the newspaper and 
radio promotion, Borden is supplying 
grocers with dramatic point of sale 
material, including window posters, 
counter displays and recipe leaflets. 
The related selling plan is expected 
to be of assistance to the grocer in 
building sales of numerous profitable 
items. 


Richfield Oil Moves 


Richfield Oil Corporation, located 
at 122 E. 42nd St. since its organi 
zation six years ago, has moved its 
offices to the International Bldg., 1{ 
W. 50th St., New York. 


Hope to Revive Bureau 


The Design Registration Bureau 
for Medium Priced Jewelry, main- 
tained at Providence, R. IL. under 
the auspices of the New England 
Jewelers’ and Silversmiths’ Associa- 
tion which has been inactive since 
the discontinuance of NRA, may be 
revived as a result of legislation to 
be sought at the next session of 
Congress. 


Appoint Monte Little 


Armstrong Products Corporation, 
Huntington, W. Va., manufacturer 
of gas and electrical appliances, has 
appointed Monte Little Company, 
Huntington, for its advertising. The 
Littie agency has also acquired the 
account of Engles & Krudwig Com- 
pany, Sandusky, O., winery. 


If you are (or expect to) you 
should know these facts... . 


Los Angeles, with an urban population of 1,497,000, has approxi- 
mately 3500 Retail Grocery Outlets. 


Of these, a little less than 500 are Chain Stores, or have chain af- 
filiations—and about 185 are great “Open Front” Super-Markets. 


These Chain Stores and Super-Markets do about 60% of all the 
Grocery business in the City Area. 


The Los Angeles Evening Herald and Express has for years car- 
ried more—FAR MORE—Grocery advertising for these Local Mer- 
chants than any other Los Angeles newspaper — even including 
those with Sunday issues. 


It also carries MORE National Grocery advertising than any oth- 


er Daily in the Los Angeles area. 


NEW YORK 


CHICAGO 


Obviously, it is the Number One advertising 
medium for Foodstuffs in Southern California. 


LOS ANGELES EVENING 


HERALD~£xpress 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


DETROIT LOS ANGELES 


SAN FRANCISCO 


BOSTON 


CINCINNATI 


PHILADELPHIA 
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IPANA STEPS UP 
FALL CAMPAIGN 
IN NEWSPAPERS 


New York, Oct. 3.—Ipana_ tooth 
paste’s parade of carnivorous co-eds 
in its striking series depicting bat- 
tles between dowagers, debutantes 
and just plain gals and their den 
tists, will continue this fall, the prin- 
cipal change in the campaign being 
an accent on newspaper advertising. 

The fall campaign, prepared by 


Pedlar & Ryan, Inc., will involve aj will follow out the basic appeal of 


step-up of 60 per cent in the fre-; 


quency of newspaper insertions. In 
other respects, the fall effort is much 
the same as the spring and summer 
activities, which had as the basic 
appeal the “Ipana plus message.” 

A Successful Campaign 

Pictorially, the campaign has been 
one of the most striking of the year. 
Whiie many critics objected to the 
illustrations showing lovely women 
gnawing, dog-fashion, on a rib of 
beef, the copy not only has been 
startling but successful. 

The newspaper advertising this fall 
will appear in 41 key newspapers in 
25 major markets. Through this 
medium, there will be an increased 
circulation of 13,000,000. This copy 


the magazine advertising. 

In addition, Ipana’s “Town Hall 
Tonight,” credited with nearly 12,- 
000,000 listeners every Wednesday 
night, will be broadcast over 50 radio 
stations. The magazine schedule re- 
mains about the same as in the 
spring, the list comprising 31 publi- 
cations with 29,000,000 readers. 


Royal Worcester on Air 


Royal Worcester Corset Company, 
Worcester, Mass., went on the ail 
Sept. 17, with “Women in the News,” 
a program for and about women 
The series will be heard Tuesdays 
and Fridays at 1:45 p. m. over the 
Yankee Network. Badger & Brown. 
ing, Boston, are in charge. 


Carter, Day Transferred 


James H. Carter, formerly West 
Coast representative of Glenmore 
Distilleries Company, Inc., with 


headquarters at San Francisco, has 
been named assistant general sales 
manager of that company, operating 
out of the home office at Louisville. 
Ky. R. C. Day, former Dallas dis- 
trict representative, succeeds Mr 
Carter at San Francisco. 


More Work for Larson 


With the transfer of Wendell Snow 
Gibbs to the London office of Radio- 
diffusion Europeenne, Paris, G. B. 
Larson will act as American resident 
manager, with offices in the RCA 
Bldg., New York. Mr. Larson will 
also continue as radio director of the 
Toseph Katz Company. 
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SAN FRANCISCO 


FISHERMAN'S WHARF 


~ 


O SOLE 
- 


The Call-Bulletin is 


as typically San Franciscan 


as Fisherman's Wharf 


Sw 
MI! 
Mio 


“Why so happy, Giuseppe?" S 


PERCHE SEI TANTO 
CONTENTO, GIUSEPPE? 


“Who wouldn't be happy? Biggest 


catch of the year—sold already. These San Franciscans know how to eat!" 


Right, Giuseppe! San Franciscans spend $95,052,786 per year — nearly 20% 
of their retail expenditures — for food. This hungry, but prosperous, multi- 
tude is best reached through its favorite daily newspaper, the evening Call- 
Bulletin. For 10 years general food advertisers have placed the greatest 
share of their daily advertising in The Call-Bulletin. 


Represented Nationally by Paul Block & Associates 


LIFE COPY MUST 
BUILD PRESTIGE, 
NORTH ASSERTS 


Swampscott, Mass., Oct. 3.—Life 
insurance advertising can be justi- 
fied only on the ground that it builds 
prestige for the company and its 
agents, Henry S. North, second vice- 
president of the Metropolitan Life 
Insurance Company, declared in an 
address to the Life Advertisers As- 
sociation convention here yesterday. 

It is too much to expect that in- 
surance advertising will pay immedi- 
ate returns, Mr. North asserted. 
Coupon copy, he said, will not bring 
results except in rare instances. 

Advertising life insurance involves 
promotion of an intangible, in con- 
trast to the tangibles sold by the 
automotive and food products adver- 
tisers, he pointed out. 

The insurance advertiser’s copy is 
valuable, he said, because each time 
the consumer reads one of the ad- 
vertisements “an impression is made, 
slowly but surely, that life insurance 
has something behind it, and people 
live and are motivated by the im- 
pressions they have obtained at one 
time or another.” 

Writers of life insurance copy, Mr. 
North emphasized, “should keep in 
mind at all times that they must 
paint a picture that will stamp itself 
‘upon the minds of the reader, till 
he slowly but surely absorbs the 
idea, without even being aware that 
he has absorbed it.” 


Cites Own Advertising 


Mr. North cited the health and wel- 
fare advertisements which Metro- 
politan has been running for a num- 
ber of years. This copy, he said, 
carries no sales appeal at all, but is 
educational in character and tries 
to “tell the people things they are 
interested in knowing.” 

Most insurance advertising today 
attempts to build up the agent, and 
to present him as a man whom a 
prospect can trust with his problems, 
Mr. North pointed out. 

“Agents all over the country read 
these advertisements and in many 
instances endeavor to live up to the 
picture we have given of them. They 
are stimulated to learn more about 
their business; to know how to 
analyze and diagnose a prospect’s 
needs, and to give better all around 
service.” 

While Mr. North declared that 
many companies have done a good 
job of building company and agent 
prestige, he stressed his belief that 
the life insurance field has much to 
learn about advertising its business 
and that possibly the “real key” has 
not yet been found. 

As an example, he pointed out that 
in the minds of the majority of con- 
sumers, life insurance is still tied up 
with the thought of death, while in- 
vestment features are overlooked. 


Ruthrauff & Ryan 
Shift Coast Personnel 


Ilona Magory, formerly with Pa- 
cific Railways Advertising Company, 
has joined the Los Angeles office of 
Ruthrauff & Ryan, Inc., as space 
buyer. A. P. Eckley has become ra- 
dio director for the Los Angeles, San 
Francisco and Seattle offices of the 
agency. 

Bart L’Hommedieu, account execu- 
tive for Dodge division, Chrysler 
Motors, and B. F. Goodrich Company. 
has, in addition, been appointed 
coast director of publicity for all 
Ruthrauff & Ryan accounts. 


McCann-Erickson Gets 
Borg-Warner Account 


McCann-Erickson, Inc., Chicago, 
has been appointed to handle the 
institutional advertising of Borg- 
Warner Corporation, Chicago, and 
the account of Borg & Beck Company, 
an affiliate in the automobile parts 
field. 

Albert S. White, who serviced 
these accounts with Frederick & 
Mitchell, has joined McCann-Erick- 
son. 
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Lineage Club 
to Hold Ist 
Annual Meet 


Manchester, Vt., Oct. 3.—The first 
anniversary of the founding of the 
Lineage Club, composed of news- 
paper advertising men of 15 news- 
papers in Massachusetts, New York, 
Vermont, and Connecticut, will be 
celebrated here Oct. 7. 

The club claims special distinc- 
tion, in that it collects no dues; has 
only one officer, who is called “Dic- 
tator’; and will have only one 
“guest” speaker at its first annual 
convention, Ralph Sadler, of Julius 


Matthews Special Agency, who will 
talk on “What’s National and What’s 
Local Advertising.” 

Eight men_ representing seven 
newspapers organized the club in 
Albany on Oct. 8, 1934. They adopted 
“More Lineage” as their motto, and 
decided on monthly dinner meetings, 
which have been attended by a total 
of 303 active newspaper advertising 
men in the past year. The only 
assessments have been for the price 
of dinners. Speakers of national im- 
portance have addressed the meetings. 


Named by Eveready 


Eveready Mfg. Company. Worces- 
ter, Mass., maker of stapling ma- 
chines, has appointed Federated 
Sales Service as marketing counsel 


Scott Adds Stations 


The NBC South Central Group has 
been added to the list of radio sta- 
tions carrying the Gabriel Heatter 
Week End Review program of Scott 
& Bowne on Scott’s Emulsion, a fea- 
ture of which is a prize contest 
awarding five Scottie puppies each 
week. Marschalk & Pratt, Inc., New 
York, is in charge. 


Hole Joins Network 


Leonard Hole has joined Columbia 
Broadcasting System, New York, as 
assistant to W. B. Lewis, director of 
commercial programs. Mr. Hole was 
associated with Benton & Bowles, 
Inc., for the past two and one-half 
years and prior to that was con- 
nected with National Broadcasting 
Company. 


CASTORIA REAPS 
SALES. INCREASE 
WITH LOUIS 0. K 


Idol of Negroes Limits His 
Endorsements 


New York, Oct. 3.—Thirteen mil- 
lion negroes went wild with excite- 


ment last week when Joseph Louis 


REDBOOK deliberately passes over certain types of readers 
—to get at the families who buy more and live better 


EDBOOK is written for those families where every 
member can ask for his pet cereal, and get it, where 
baths are a daily not a weekly event, where they turn 
in the car on a new one every year or two, and where 
your advertising page does not have to educate them before 


it can sell them. 


To make sure of it, Redbook is edited from actual 
knowledge derived from hundreds of interviews every 
month in Redbook homes. Thus when Redbook pub- 
lishes authors like Sir Philip Gibbs, Dashiell Hammett, 
Gladys Hasty Carroll, Edith Wharton, General Hugh 
Johnson, Alec Waugh, and Hugh Walpole it is because 
such authors represent the preferences and tastes of 


Redbook readers. 


As a result, your advertising dollar buys more families 
in Redbook of the type and income that can appreciate 


and afford your product. For example, school and camp 
advertisers (who can and do trace their enrollments to 
the magazine that gives them the most business per 
dollar spent) run more advertising in Redbook than in 
any other magazine. It seems that more Redbook fami- 
lies are able and willing to send their children to private 


schools. Or that Redbook 


is read more intensely. It 


doesn’t make much difference which. 

Does it cost more to reach the family that buys more? 
In most magazines, yes. In Redbook, your advertising 
page in front of a thousand families is only $2.48 (based 
on guarantee). And a book-length novel extra in each 
issue keeps Redbook and your advertisement on the living 
room table long after other magazines have disappeared. 

Manufacturers who want to call on their better cus- 
tomers first might well start by advertising in Redbook. 


Us Advertise to your BETTER customers FIRST... in Redbook 


Barrow removed some of the polish 
from his brown gloves in his piston- 
like assault on Max Baer’s face at 
Yankee Stadium, but so far, it seems, 
the aspirant for the world’s heavy- 
weight championship has received 
extremely little of advertising’s tes- 
timonial coin. 

Chances are that his takings will 
be restricted for some time to come. 
He has confined use of his endorse- 
ments to advertising and promotion 
among people of his own race. Joe 
Louis has been very closely guarded 
and has remained practically beyond 
approach of newsgatherers and pro- 
moters, but from an _ associate 
ADVERTISING AGE learns that his at- 
titude toward advertising endorse- 
ments is welded to a deep devotion 
to his fellows. 

While his plans have not been for- 
mally made at this writing, it is 
learned that he does not intend to 
lend his fame to any general ad- 
vertising for the time. If he even- 
tually becomes the world’s champion, 
he may entertain offers to appear in 
advertising in white publications. 

The principal advertising tie-up so 
far has been with Fletcher’s Cas- 
toria. Joe was a Castoria baby and 
arrangements for this campaign 
came well in advance of the Baer 
fight, but as a result of its success 
in increasing sales, Louis’ endorse- 
ments have tripled in price. 


Run in Negro Press 


The Castoria copy has appeared 
only in the colored press. It was 
prepared by Young & Rubicam, Inc., 
who also arranged for a display in 
which Louis is the feature. The dis- 
play, likewise, has been limited to 
colored communities, where mer- 
chants readily signed for a special 
deal in order to get the window ma- 
terial. 

So far, his representatives report 
that a number of advertisers have 
approached them for endorsements. 
One was a razor manufacturer, an- 
other a soap maker. No action has 
been taken yet. One of the stipula- 
tions expected is that Joe Louis be 
permitted to see the copy before it 
is released. 

Among the prospects is Standard 
Oil, who used one of the Louis testi- 
monials. It now has in mind using 
the Louis endorsement for a petro- 
leum jelly which he uses during 
training to keep his skin from break. 
ing under blows. 

His price demands have been very 
liberal, it is reported, with one ad- 
vertiser paying $250 for a testimon- 
ial, and another obtaining one free 
because it employs negro field rep- 
resentatives at excellent salaries. A 
few others have bought Louis testi- 
monials at rather low figures for 
similar consideration given the col- 
ored race in matters of employment. 


Must Use Product 


Julian Black, Louis’ manager, has 
announced the appointment of W. B. 
Ziff Company, New York, to handle 
negotiations with national advertis- 
ers. Some of the advertising wil) 
go on the air, but most of it will be 
in the negro press, which has en- 
joyed greatly increased circulation 
as a result of the first black fistic 
victory of real importance since Jack 
Johnson's fights 25 years ago. 

Whether Joe Louis’ mother and 
bride will enter the advertising pic- 
ture is a question. So far they have 
rejected several offers. Louis already 
has announced that he absolutely 
will not endorse any product which 
his family and he do not actually 
use. 

For many months he has been of- 
fered sums for advertising cigars, 
cigarettes and liquor, but has re- 
fused all, his abstinence reaching to 
and including coffee. 

So firm is his feeling about stimu- 
lants, according to reports, that be- 
fore his Levinsky fight he wagered 
with his manager and trainers, the 
stakes being their future use of 
these products. Louis won, his as- 
sociates went on the wagon, but 
finally were allowed modest week- 
end indulgences in tobacco and 
liquor. 


Joins World Broadcasting 


Robert A. Kesner, recently with 
the sales department of WBBM, Chi- 
eago, has joined the Chicago sales 
staff of World Broadcasting System. 
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MADE TO FIT 


Easy to Look at 
. . easy to WEAR 


PIONFFPR, 


Castompit 


BRACES 


with “‘made to measure’’ comfort 


What a difference perfect fit makes in comfort and smart appear- 
ance. Try « handsome pair of the new Pioneer Customfit Braces 
. + that fit as though tailored to order. . . and you'll see! + » 
That elastic crom-piece between the two back straps is adjust- 
aie w square or sloping, broad or narrow shoulders, high-rise 
or hip-high trousers, long or short backs... And Pioneer 
Customfit Braces, with their exclusive beck construction, won't 
slide off your shoulders though yielding with the greatest of 
case to every body movement. » * At most good men's wear 
counters you'll find Customfit Braces for $1 in the Streamlox 
(jewelry -clasp, no-buton) and other smart styles. Ask for 
them by name... PIONEER CUSTOMPIT BRACES. 


BRACES GARTERS BELTS BUCKLES 
Dependable Qualery > Correct Sryle + Biace olp7 


JI ONE R. 


PHILADELPHIA 


A typical piece of magazine copy 
for Pioneer Customfit braces. 
Copy is appearing in "Esquire," 
“Collier's” and "Saturday Evening 
Post," as well as in a number of 
newspapers. 


A. B. C. SEEKING 
TOPICS FOR ITS 
ANNUAL MEETING 


Chicago, Oct. 3.—Urging members 
to submit topics for discussion, the 
Audit Bureau of Circulations this 
week sounded the call for its 22nd 
annual convention at the Stevens 
Hotel, Chicago, Oct. 17-18. The Bu- 
reau also enclosed proxy forms in its 
letter to members. 

“It is important that you send in 
your suggestions now,” said the Bu- 
reau. “Members may, of course, 
bring up on the floor any subjects 
they desire discussed, in addition to 
those listed in the program, but those 
suggested beforehand will have the 
advantage of preferred position.” 

Those unable to attend the con- 
vention are requested to indicate the 
name of the person who is to cast 
their votes. 

“Please do not send in proxies 
signed in blank,” the Bureau warned. 
“The officers and management of the 
Bureau feel that filling in the proxies 
is a responsibility that they should 
not assume. Also please do not ask 
the managing director to accept your 
proxy.” 

Recording of proxies will cease at 
12 o’clock noon, Tuesday, Oct. 15, in 
accordance with a resolution adopted 
by the general convention in 1934 
and approved by the directors. 

The A. B. C. convention will open 
at 10 o’clock Thursday morning with 
a general session at which the presi- 
dents’ report will be followed by 
other addresses and discussion. 

A luncheon with an outstanding 
speaker will be held Thursday noon. 
Divisional meetings will be held 
Thursday afternoon. 

General sessions will be held both 
in the morning and afternoon Friday. 

As in the past, “A. B. C. week” 
will attract: a number of other meet- 
ings to Chicago, including those of 
the Newspaper Advertising Execu- 
tives Association, Inland Daily Press 
Association, Major Market News- 
papers, and others. 


N. iA. E. A. Has Closed Sessions 


Only three guest speakers will be 
heard by the Newspaper Advertising 
Executives Association at the two- 
day session, the remainder of the 
sessions being executive sessions. 

The speakers will be Gilbert D. 
Farrar, typographic consultant, Floyd 
Parsons, associate editor, Advertis- 
ing & Selling, and J. R. Ozanne, pres- 
ident, Continental Marketing Com- 
pany, Chicago. The program has been 
arranged by Irwin Maier, advertis- 
ing manager of the Milwaukee Jour- 
nal, president of the N. A. E. A., and 
Thomas G. Murphy, assistant busi- 
ness manager of the Janesville, Wis., 
Gazette, chairman of the program 
committee. 


The meeting will get under way 
Monday, Oct. 13, with an address by 
President Maier and the reports of 
various committees, after which 
Norman §. Rose, vice-president of the 
N. A. E. A. and advertising director 
of the Christian Science Monitor, will 
preside over an open forum discus- 
sion. Mr. Parsons will speak at the 
Monday luncheen, and Mr. Ozanne at 
the Monday afternoon session. 


Committees to Meet 


Monday evening the newspaper 
committee of the Four A’s and the 
agencies committee of the N. A. E. A. 
will meet for a discussion of “news- 
paper relations.” Tuesday morning 
will be featured by more informal 
discussion and by a talk on news- 


paper promotion by Forrest Geneva, 
advertising manager, Des Moines 
Register and Tribune. Mr. Farrar 
will speak at the Tuesday luncheon, 
after which N. A. E. A. members will 
again retire into a closed session. 


New Low Price 
Gives Hoover 
Winter Story 


Chicago, Oct. 3.—Putting a Hoover 
cleaner with positive agitation within 
reach of the public at $49.75, the low- 
est price ever attached to a full-sized 
sweeper incorporating this feature, 


the Hoover Company announced its 
fall and winter advertising campaign 
at the first of a series of sales con- 
ferences this week. 

The low price is the big news and 
will be given the headlines in maga- 
zines and newspaper copy in a style 
emulating the famous late flashes of 
dailies. 

Magazines will provide the back- 
bone of the promotion, twelve being 
on the list if the Christian Science 
Monitor be placed in that classifica- 
tion. Others scheduled are American 
Magazine, Collier’s, Cosmopolitan, 
Good Housekeeping, The Literary Di- 
gest, McCall's, National Geographic, 
Saturday Evening Post, Time, True 
Story and Woman’s Home Compan- 
ion. 


Newspaper advertising, based 
broadly on volume in each market, 
hinges on the contract under which 
each dealer operates. This type of 
promotion is expected to reach $50,- 
000. 

Advertising is being placed by 
Erwin, Wasey & Co. and Leo Burnett, 
Inc., with the latter scheduled to be- 
come the sole agency Jan. 1, accord- 
ing to the company. 


Washburn Buys Concern 

John C. B. Washburn, for several 
years associated with H. & B. Ameri- 
can Machine Company, Pawtucket, 
R. L, has purchased Rhode Island 
Telephone & Electric Company, Prov 
idence, which he will operate as 
Narraganset Products Company, man- 
ufacturing electrical specialties. 


a Onen etter THE NEW YORKER 


Dear Contemporary: 


In a recent issue you printed 
the following verses: 
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MINNIE FROM 
MINNEAPOLIS 
SAYS SSB Beas SB 


Hi, toots . . . how have you been? 
Promised myself I wouldn't let 
more than two weeks go by without 
writing (G. D., Jr., Kenneth and 
Murray Crain will be pleased to 
hear that. Tell ’em I like Christ- 
mas Night... . the perfume, dearie! ) 

* + ~ 


I feel a lot better when I walk 
to work these days. Folks driv- 
ing cars in this man’s town are 
a lot more careful. I guess it 
must be because The Minneap- 
olis Star is having a Safe Driv- 
ing campaign. Quite a thing, 
too. The boss put me in charge 
of getting the pledges signed at 
our office. The Mayor endorsed 
The Star’s Careful Drivers 
League and the other day the 
superintendent of schools had 
The Star send a pledge to every 
school youngster. 

The kids are taking them 
home for their parents to sign. 
The boy friend told me that a 
hundred and fifty thousand 
pledges had been requested by 
business firms all over the city. 
It’s a swell idea. Certainly has 
people talking. 

s ¢+ 
Say! What do you think of this 
John Barrymore-Elaine Barrie af- 
fair? The Minneapolis Star pub- 
lished Elaine’s own story of her 
“great love” as she called it. All 
the girls are talking about the story. 
‘Course I didn’t say much, I was 
too busy thinking how swell it would 
be if John Barrymore would call 
me his “little dove.” Sounds silly, 
but I'd love it! 
* oo * 


I’ve heard of branch libraries, but 
it wasn’t until last week that I 
heard about branch newspaper sta- 
tions. The Minneapolis Star opened 
up the first six of their keen looking 
little steel houses located in dif- 
ferent parts of town. I asked the 
carrier salesman on our route what 
the big idea was and he said it kept 
the papers dry in wet weather and 
made service better. 


*. + #* 


You know, The Minneapolis Star 
is certainly going places and doing 
things! Gee . they have swell 
features. A lot of people must think 
the same as I do because the boy 
friend was over with his figures 
again. Said The Star was now being 
read by more people than ever before. 
In fact he told me that The Star in 
September had a gain of 10,210 fami- 
lies over September a year ago. Not 
so bad, do, you think? 


* * 


The boss came back from lunch 
the other day all smiles. Went to 
the Ad Club meeting. The Minne- 
apolis Ad Clubbers invited The Star 
folks to put on the first meeting of 
the year. It must have been a 
daisy! They pulled a gag or two, 
got out an extra and when Truman 
Weller got started on his speech, 
they took him outside the room and 
“shot” him because he ran over five 
minutes. 

But that’s the way The Star does 
things. It’s a modern newspaper, 
believe me. Crisp, concise with a 
kick in every page. 


Charley Johnson, sports editor 
of The Minneapolis Star, is off 
on another jaunt. That guy 
goes more places. First, the air- 
plane tour of the Big Ten, then 
the Baer-Louis fight, then the 
world series. On top of that he 
watched Purdue - Northwestern 
battle Saturday. You see Min- 
nesota plays both those schools 
and the readers were tickled to 
death to get Johnson’s eye-wit- 
ness story. No wonder folks 
like The Star sports ges! 
They’re certainly filled with the 
latest dope. 


Well, it’s time for the five o’clock 
siesta. Come and see me when 
you’re in Minneapolis. . . I'll show 
you around! 


Minnie 


THE MINNEAPOLIS 
STAR 


Sy ae ownership with The Des 
oines Register and Tribune 


D. M.A. A. MEET 
TO INTRODUCE 
INNOVATIONS 


50 Direct Mail Leaders Are 
Selected 


New York, Oct. 3.—A three-day 
program replete with interesting 
and educational features will be 
staged by the Direct Mail Adver- 
tising Association at its 18th annual 
conference and exposition in Kansas 
City, Mo., starting Wednesday, Oct. 
16. 


An outstanding list of speakers, 
drawn from many branches of ad- 
vertising and business, has been 
lined up for the convention. In ad- 
dition, special events have been ar- 
ranged. 

Paul T. Babson, president of 
United Business Service, Boston, 
and vice-president of the Kiplinger 
Agency in Washington, D. C., will 
be the featured speaker at a lunch- 
eon Oct. 16. His subject will center 
around business and political con- 
ditions as they affect merchandising 
and advertising. 

There will follow a series of tab- 
leaux, “The Drama of Advertis- 
ing.” During this feature, a repre- 
sentative of each of eight other 
forms of advertising will present an 
exhibit of his medium, and show 
how it ties in with direct mail. 


Prominent Actors 


Appearing in the “drama” will be 
Peter L. Michael, vice-president, 
Outdoor Advertising, Inc.; E. B. 
Terhune, president, Associated Busi- 
ness Papers, Inc.; Frederick L. 
Wertz, president, Window Advertis- 
ing, Inc.; Leo Fitzpatrick, president, 
National Association of Broadcast- 
ers; J. C. Fehlandt, manager, Kan- 
sas City branch, Barron G. Collier, 
Inc.; John R. Buckley, business 
manager, Cosmopolitan; T. F. Joyce, 
advertising and sales promotion 
manager, R. C. A. Mfg. Company; 
and Robert T. Tate, Western man- 
ager, Bureau of Advertising, Ameri- 
can Newspaper Publishers’ Associa- 
tion. 

Thursday will be devoted to de- 
partmental meetings, including the 
better letters, social service, house 
magazine, industrial, direct selling 
and retail departmentals. 

Speakers at the departmental 
meetings include, among many oth- 
ers, Elon G. Borton, director of ad- 
vertising, La Salle Extension Uni- 
versity; E. Haldeman-Julius, Halde- 
man-Julius Company; Gilbert P. 
Farrar, typographic counselor, Amer- 
ican Type Founders Sales Corpora- 
tion; and George L. Welp, art direc- 
tor and advertising manager, United 
States Envelope Company. 

On Friday, the last day of the 
convention, the audience will wit- 
ness an innovation in convention 
programs. Throughout the entire 
day seven specialists will present 
“A Dramatization of the Funda- 
mentals of Direct Advertising.” 


Will Follow Through 


These speakers will dramatize in 
orderly sequence the logical think- 
ing steps in planning and executing 
direct mail programs. Each talk 
will dovetail into the one that fol- 
lows and precedes it. 

The steps which will be covered 
are: the product and the market. 
appeal and copy, selection of the 
vehicles, design and layout, mate- 
rials and color, production and dis- 
tribution, and co-ordination. 

The speaker on co-ordination will 
be Billy B. Van, well known actor 
who quit the stage in 1928, and who 
is now president of the Pine Tree 
Products Company, Newport, N. H., 
maker of Pine Tree soap. 

The convention will be held in 
Kansas City’s brand-new municipal 


-|auditorium, the meeting being the 


first held in the building. 
The “fifty direct mail leaders” 
for 1935 were selected last week at 


EACH PLAYS PART 


The cover of a handbook just 

lished by the Direct Mail Adver- 

tising Association, which shows 

how direct mail can be used to 

increase the resultfulness of other 
mediums. 


ub- 


a meeting held in the LaSalle Hotel, 
Chicago, by the judges of the com- 
petition. 

Although no ranking was made for 
position, the judges were unanimous 
in considering the campaigns of 
Cosmopolitan, Neiman-Marcus Com- 
pany, Dallas, Tex., Buick Motor 
Company, Flint, Mich., and Winthrop 
Chemical Company, New York, as 
outstanding contributions to the field 
of direct mail advertising. 

The other winners in the contest 
are as follows: 

Abbott Laboratories, North Chi- 
cago, Ill.; Acacia Mutual Life Insur- 
ance Company, Washington, D. C.; 
Bakelite Corporation, Bound Brook, 
N. J.; Boston Insurance Company— 
Old Colony Insurance Company, 
Boston; Broadway-Hollywood De- 
partment Store, Hollywood, Cal.; 

The Progressive Grocer, New York; 
Camden Fire Insurance Association, 
Camden, N. J.; Canadian Industries, 
Ltd., Cellophane division, Montreal; 
Cape Cod Chamber of Commerce, 
Hyannis, Mass.; Child Life, Chicago; 
Connecticut Mutual Life Insurance 
Company, Hartford, Conn.; 


Many Canadians 


Consolidated Gas Company of 
New York; Dayton Rubber Mfg. 
Company, Dayton, O.; Dominion 
Corset Company, Ltd., Quebec; Edi- 
son Electric Illuminating Company, 
Boston; Federal Hardware & Imple- 
ment Mutuals, Stevens Point, Wis.; 


Food Industries, New York; J. B. 


Ford Company, Wyandotte, Mich.; 
General Electric Company, Schenec- 
tady, N. Y.; Goodall Company, Cin- 
cinnati; Goodyear Tire & Rubber 
Company of Canada, Ltd., Toronto; 
Great Southern Life Insurance Com- 
pany, Houston; 

Hardware Mutual Casualty Com- 
pany, Stevens Point, Wis.; Heinn 
Company, Milwaukee; Hercules Pow- 
der Company, Inc., Wilmington, Del.; 
Imperial Oil Company, Ltd., Toronto; 
Iron Fireman Mfg. Company, Cleve- 
land; Henry W. Jaeger, Inc., New 
York; O. D. Jennings & Co., Chi- 
cago; 

Spencer Kellogg & Sons Corpora- 
tion, Buffalo; Mason Box Company, 


Attleboro Falls. Mass.; Michaels, 
Stern & Co., Rochester, N. Y.; 
Minneapolis - Honeywell Regulator 
Company, Minneapolis; Mullen & 
Bluett, Inc., Los Angeles; National 
Broadcasting Company, _ stations 


WRC and WMAL, Washington, D. C.; 
National Motor Bearing Company, 
Inc., Oakland; Odd Fellows Ceme- 
tery Company, Philadelphia; Ontario 
Automobile Company, Ltd., Toronto; 
Phoenix Metal Cap Company, Chi- 
cago; Pontiac Motor Company, Pon- 
tiac, Mich.; Provident Mutual Life 
Insurance Company, Philadelphia. 


To Be Shown at Convention 


Ritter Dental Mfg. Company, 
Rochester, N. Y.; Servel, Inc., Evans- 
ville, Ind.; Myer Siegel & Co., Los 
Angeles; United States Fidelity & 
Guaranty Company, Baltimore; West- 
ern Furniture Exchange, San Fran- 
cisco. 

These campaigns of the winners 
will be shown for the first time at 


the 18th annual convention of the 


D. M. A. A., to be held Oct. 16-18 at 
the new Civic Auditorium in Kansas 
City, Mo. They will also be shown 
at the regional conferences and ex- 
hibits which follow the annual con- 
vention in Chicago, Cincinnati, De- 
troit, Cleveland, New York, Philadel- 
phia and Boston this fall. 

Judges were Arthur H. Brayton, 
Marshall Field & Co.; J. L. Frazier, 
Inland Printer; James Mangan, 
Mills Novelty Company; R. J. Potts, 
R. J. Potts Company, Kansas City, 
Mo., and John Sweet, Trafic World. 


J. B. Webb, of 
‘Detroit News,’ 
Taken by Death 


Detroit, Mich., Sept. 30.—Jefferson 
B. Webb, director of advertising sales 
of the Detroit News and manager of 
WWJ, the Detroit News radio station, 
died at his home here yesterday 
morning at the age of 55. Mr. Webb 
had not been in good health for the 
last three years. On Sept. 19 he was 
stricken with a heart attack. 

Mr. Webb became associated with 
the News six years ago, first in a 
part-time capacity while he was stil] 
manager of the Detroit Symphony 
Orchestra. Two years later, he began 
to devote his entire time to the 
News. 

He served two years as president 
of the Detroit Rotary Club, and 
served also as president of the De 
troit Board of Commerce. 


Buck Rogers Continues 


“Buck Rogers in the 25th Cen- 
tury,” Cocomalt program heard Mon- 
days to Thursdays, inclusive, at 6 
p. m., over the Columbia Broadcast- 
ing system, began its third year on 
the air Oct. 2. 


Accident Kills Smith 


Jewett Smith, advertising man- 
ager of the Graham Paper Company, 
St. Louis, was killed, Sept. 30, by a 
falling chimney which struck him 
as he was walking to his office. Mr. 
Smith had been connected with the 
paper company for 12 years. 


ESSO SCHEDULES 
NEWS PROGRAMS 


New York, Oct. 3.—A contract just 
signed between the Standard Oil 
Company of New Jersey, on behalf 
of its Esso Marketers, and the Na- 
tional Broadcasting Company in con- 
junction with the United Press gives 
the Esso group a new four-times-a- 
day news broadcast starting Oct. 7. 

Each broadcast will be for five min- 
utes. The programs will be sent out 
through NBC owned and operated 
stations in the Esso territory, which 
extends as far south as Virginia. The 
stations are WEAF, WJZ, WBZ, 
WBZA, WGY, KDKA and WMAL. 
The spots are morning, noon, evening 
and late at night. 

UP dispatches will be broadcast by 
a news editor attached to each sta- 
tion. Thus, local news of importance 
but which does not merit network 
broadcasting may be covered. 

Marschalk & Pratt, Inc., the agency 
which handles Esso Marketers’ radio 
activities, made the arrangements for 
the “Esso Extra” broadcasts. These 
periods will add two hours a week to 
Esso time on the air, thaking the 
company one of the largest users of 
radio time. Combined with “Lom- 
bardo Road,” CBS Monday night half- 
hour, Esso will be on the air two and 
a half hours a week, 


Armes Named Commander 


H. Lyman Armes, of the David 
Malkiel Advertising Agency, Bos- 
ton, was elected commander of the 
Crosscup-Pishon post, advertising 
men’s unit of the American Legion, 
Sept. 30. Earl M. Dempsey, classi- 
fied advertising manager of the 
Boston Herald, was elected a vice- 
commander. 


Jerome B. Gray Named 


Herman Patrick Tappé, Inc., cou- 
turier, New York, has appointed the 
New York office of Jerome B. Gray 
& Co. to handle its advertising. 
Newspapers and direct mail will be 
used. 
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BEECH-NUT 
BISQUICK 


BORDEN’S 


HEINZ 


IVORY SOAP 


LIPTON’S TEA 


PILLSBURY 
RIPPLED WHEAT 


SANKA COFFEE 
SCOT TOWELS 


WRIGLEY’S GUM 


Food and Grocery 
Products Advertised in 
THIS WEEK 


BLUE MOON CHEESE 

DOLE HAWAIIAN PINEAPPLE JUICE 
KELLOGG’S ALL-BRAN 

KELLOGG’S RICE KRISPIES 


NATIONAL BISCUIT CO. 
OYSTER INSTITUTE 


QUICK ELASTIC STARCH © 


SEMINOLE TISSUE 
SHREDDED WHEAT 
SUNKIST ORANGES 
WOODBURY'S SOAP 


Atlanta, Baltimore, Birmingham, Boston, 


e, AO"U MP 
Bees 
.G “! d 
’ N y 
5, a Fe, 


NEW YORK: 420 Lexington Ave. 


Buffalo, Chicago, 


i ad tae ~ oe 
Rey rv wal 


— 


CHICAGO: 360 N. Michigan Ave. 


Cincinnati, Cleveland, Dallas, Detroit, 


Indianapolis, Memphis, 


DETROIT: General Motors Bldg. 


Milwaukee, Minneapolis, 


® Ask for Foods, Grocery Products, and Profits” 
a study of food advertising in THIS WEEK. 


These Big Brands Went ta Market... 


New Orleans, 


SAN FRANCISCO: 111 Sutter St. 


New York, Omaha, Philadelphia, 


THIS WEEK carries many famous food and grocery brands to market: this com- 
bination of first class magazine in first class newspapers has proven to be 


especially effective for food advertising. It moves merchandise. 


Here is circulation which parallels the work of salesmen and dealers — 
4,250,000 families ... circulation strong enough to be a real buying and selling 
influence in the markets which account for two-thirds of the total U.S. retail 


food sales. Merchandisable circulation that gets goods featured and displayed. 


Here, also, these experienced advertisers find the faithful reproduction so 
necessary for appetite appeal... And full color (which shows products and 
packages as they look on the shelf and on the table) at the lowest cost per 
page per thousand of any magazine. They use THIS WEEK for sales. 


Pittsburgh, St. Louis, Washington 


LOS ANGELES: Lincoln Bldg. 
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Advertiser Reviews 
Clothing Trade’s Past 


An unusual advertising feature, 
entitled “Review of the Events of 25 
Years Ago,” made its debut in 
Women’s Wear Daily of Oct. 1. The 
column will be run in that publica- 
tion each Tuesday by Kane-Weill, 
Inc., New York. 

Old-time news items of interest to 
the women’s clothing trade are re- 
produced, with appropriate comment. 
“Manufacturers of coats and suits 
threatened to leave New York if 
labor troubles did not stop,” one item 
reads, with the Kane-Weill comment 
following, “25 long years have passed 
—so what?” Costumes of days gone 
by are shown in illustrations. 


Nolan Future in Cups 


Formerly with G. W. Kelsey & 
Co., New York, and Industrial De- 
sign, Inc., New York, Arthur J. Nolan 
has joined the Individual Drinking 
Cup Company, Inc., Easton, Pa., 
maker of Dixie cups, as assistant di- 
rector of market research. 


Mutual Did Million 


In Its First Year 


During the past 12 months, the 
Mutual Broadcasting System, which 
celebrated its first anniversary Tues- 
day, ran up a record of $1,000,000 in 
sponsored business, while the out- 
look for its second year promises a 
$2,000,000 volume, according to its 
officials. 

Composed of four basic 
WOR, Newark; WGN, 
WLW, Cincinnati, and CKLW, De- 
troit-Windsor, the system developed 
during the past year from a mutual 
exchange of programs between WOR, 
WGN and WLW. 


Broadcasts Football 


The White Star division of Socony- 
Vacuum Oil Company, which broad- 
cast games of the Detroit Tigers dur- 
ing the summer, will step into the 
fall sports picture with sponsorship 
of Michigan State College football 
games. The outlet will be station 
WJIM, Lansing. J. Stirling Getchell, 


stations, 
Chicago; 


Inc., is in charge. 


modern magazines 


Modern Screen e Radio Stars e Modern R 


e 149 Madi Ave., New York 


Some of the most 


Sometimes they have 
wanted an outside, un- 
biased opinion on sched- 
ules, territory—or some 
one or more, of the 
many problems of sell- 
ing and advertising. 
Sometimes there are dif- 
ferences of ideas within 
the advertiser’s own or- 
ganization—or between 
advertiser and agent— 
that a little fresh air 
will harmonize. 


The characteristic of 
my advertising copy 
has always been selling 
force. I don’t offer to 


Copy 
kor Experts 


satisfied clients I have ever had were those 
who qualified as experts in their own right. 
They wanted a change of pace—and pos- 
sibly a new and different copy angle. 


Charles Austin Bates 


18 East 48th Street 


satisfactory and best 


perform miracles, or to 
drag rabbits out of 
empty-hats — although 
I can be spectacular and 
pyrotechnic on occasion. 


All of which sounds 
about as modest as a 
brass band, but it would 
be plain silly of me to 
say I had learned noth- 
ing valuable in over 35 
very active years. 


Booklet “What’s 
Wrong With Advertis- 
ing?” free to executives 
— others may send 6 
cents stamps. 


New York 


X-RAY GETS BiG 
PART IN NEWEST 
PIPE CAMPAIGN 


New York, Oct. 4.—Inspection by 
X-ray is the ammunition being fired 
in a new campaign by Kaufman Bros. 
& Bondy, Inc., on Drinkless Kay- 
woodie pipes. Supplementary ma- 
terial is designed to make the prod- 
uct as near self-selling as possible. 

The fall advertising program is 
somewhat larger than usual. Week- 
lies are used for the general X-ray 
story. At the same time, a combina- 
tion campaign, with 28-line inser- 
tions, is running in about 30 maga- 
zines featuring a new pipe sweet- 
ener along with Kaywoodies. 

Pipe buyers are likely to be 
abruptly surprised with some of the 
facts on pipe manufacture now re- 
vealed in this firm’s advertising. 
Out of 100 briar bowls, for example, 
only four meet the standards for 
Kaywoodie pipes, it is reported. 

The X-ray was only recently in- 
troduced to the Kaywoodie plant. Its 
pictures are a permanent record of 
what comes out of the factory. By 
its use, flaws which otherwise would 
go undetected are discovered. This 
development is a logical successor to 
the scientifically controlled tests 
made by the Jensen smoke tester, 
which have featured Kaywoodie copy 
in the past year or two. The X-ray 
pictures are used in both magazine 
copy and display material. 


Straight Talking 


“Surprised that we X-ray pipes?” 
asks the copy. “Then listen. When 
you buy a pipe, what do you buy it 
for? To burn tobacco in. And 
where does it burn? In the bowl. 
All right—that bowl must be the 
sweetest-smoking piece of briar you 
ean lay hands on. Free-burning, 
clear-grained. Sweet. That’s what 
Kaywoodie gives you, and only that. 
No stones, or gravel (contained in 
many briar roots), no fissures, pits 
or flaws. No resin. X-ray helps us 
do. it now. It’s the only way to look 
inside a piece of wood. And Kay- 
woodie’s the only pipe using X-ray 
in manufacture.” 

The window display material is 
very flashy in its nine colors, a two- 
plane reproduction of a Ray Morgan 
painting done for Kaywoodie. The 
counter display, showing collections 
of pipes, is as near self-selling as 
possible. Pockets on the piece con- 
tain a booklet, “The Truth About 
Briar Pipes,” which tells the story 
of briar pipe manufacture and some 
of the hazards involved in not buying 
a pipe protected against unseen 
flaws. 

The Wales Advertising Company, 
Inc., is the agency. 


Kudner Agency 
Names Officials 


Four vice-presidents have been ap- 
pointed by Arthur Kudner, Ine., it 
was announced this week in connec- 
tion with the opening of the new 
agency’s offices on the 32nd floor of 
the International building, Rockefel- 
ler Center.. They are J. H. S. Ellis, 
Edward J. Owens, Charles F,. Gannon 
and Samuel D. Fuson. H. F. Douglas 
was made office administrator. All 
have been associated with Mr. Kud- 
ner for many years. 

It was announced, also, that the 
agency has opened offices in the New 
Center building, Detroit, and the 
Albee building, Washington, D. C. 
The New York telephone number is 
Circle 6-3200. 


Luther with Fairfax 


Otto Luther, plan manager and 
art director of Chain Store Age Pub- 
lications, New York, for the past ten 
years, has joined H. W. Fairfax Ad- 
vertising Agency, Inc., in a similar 
capacity. 


Free Printing Course 
A free course in printing arith- 
metic and printing estimating will 
be given this winter at the School for 
Printers Apprentices, 220 W. 19th 
St., New York. Students may register 
from Oct. 5 to 21. 


revit 


“Jumbo” Gets Ed 
Wynn’s Spot on 
Texaco Program 


New York, Oct. 4.—The Texas 
Company will present what is said 
to be the most expensive program on 
the air, from the standpoint of talent, 
in a series, scheduled to begin Oct. 
29 and to continue every Tuesday at 
9:30 p. m., EST. The new talent is 
estimated to cost in excess of $12,500 
weekly. 

For the past three years, Ed Wynn, 
as the Texaco Fire Chief, has had 
this assignment. As yet Mr. Wynn 
is without a sponsor for this season. 

The new program will be a serial 
version of “Jumbo,” the combination 
circus and musical comedy that Billy 
Rose plans to present at the Hippo- 
drome. 

Ben Hecht and Charles McArthur, 
authors of the original play, will 
write the continuity for the radio 
presentation. Likewise Rodgers and 
Hart, songwriters for the play, will 
write original songs for the radio 
show. 


Many Stars in Cast 


The cast has been selected from 
the players in the stage production 
and will feature Jimmie Durante, 
Donald Novis and Gloria Grafton. 
The only important feature of the 
stage show that will not be heard 
on the air programs is Paul White- 
man’s orchestra, which, because of 
exclusive contracts with Kraft-Phe- 
nix Cheese Company and John H. 
Woodbury, Inc., cannot make other 
radio engagements. 

Because of the broadcasts, the 
stage show will be closed Tuesdays. 
This is the first occasion on which 
a New York theatre has been dark- 
ened to permit its players a radio 
program. 

It is said that Billy Rose, producer 
of the stage show, cannot hope to 
show a profit by closing Tuesdays 
despite the large fee the Texas Com- 
pany will pay him. He believes, 
however, that the national publicity 
received through the broadcasts will 


enable “Jumbo” to earn more money 
when it takes to the road after its 
New York engagement, than it ordi- 
narily would. 

Hanff-Metzger, Inc., is the agency 
for Texaco. 


Michaels and James 
Join Peck Agency 


Harry C. Michaels, former  vice- 
president and treasurer of the 
United Advertising Agency and 
lately with the New York Times, 
has joined the Peck Advertising 
Agency, New York, as head of the 


new business department. 

Richard E. James, formerly with 
J. Walter Thompson Company and 
General Electric Company, has joined 
the Peck copy staff. 


Rivlin Is Attorney 
in Cigarette Suit 


Phillip S. Rivlin is attorney for 
Arthur Griswold, who has filed suit 
against American Tobacco Company 
alleging use of copy ideas without 
payment. It was incorrectly stated 
in the Sept. 30 issue of ADVERTISING 
AGE that I. W. Digges had Mr. Gris- 
wold’s case in charge. 

Mr. Digges represented Mr. Gris: 
wold in early negotiations prior to 
the decision to file suit. 


Callan Is Advanced 
by General Foods 


c. J. Callan, for the past three 
years in charge of General Foods 
house-to-house distribution of samples 
and booklets, has been appointed as- 
sociated merchandising manager of 
General Foods Sales Company, Inc., 
New York, 

Mr. Callan has been associated 
with General Foods and component 
companies for 30 years. 


Club Sponsors Lectures 


The Advertising Club of Fort 
Worth, Tex., is sponsoring the first 
term of the Advertising Institute 
under the direction of Charles 58. 
Johnson, Jr., manager of the creative 
department, Stafford-Lowden Com- 
pany, assisted by DeWitt Morgan, 
vice-president and manager, North 
Texas Advertising Company. The 
series of lectures, which began Oct. 
1, will continue each Tuesday even- 
ing. 


KSTP made 


ence 


HARVEST 


NORTHWEST FARMERS made 
a GREAT HARVEST this year 
and HAVE MILLIONS TO SPEND! 


a HARVEST of RED 


and BLUE NETWORK STARS 
with MILLIONS of LISTENERS! 


SO...here’s YOUR CHANCE 
to make YOUR HARVEST 
of SALES over KSTP! 


Where the Stars are—that's where the 
Audience Is . . . and where the Audi- 


ls—that's where the Sales Are! 


KSTP is the only station in Minnesota 
offering the Red and Blue Network 
Programs of NBC . . . and, as shown 
by every survey, Dominates the 8th 
U. S. Retail Market where 74.3c of 
every retail dollar in Minnesota are 
spent! 


For Dependable Market Data, consult: 


GENERAL SALES OFFICE, KSTP, 
Minneapolis, Minn., or our 


NATIONAL REPRESENTATIVES: 
In New York—Paul H. Raymer Co. . . 
in Chicago, Detroit, San Francisco— 


John Blair Co. 
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SEND FOR THIS KEY TO BETTER ADVERTISING FOR ANY PRODUCT 


THE FAMILY CIRCLE method can test as many as four different keyed advertisements, with all 
the usual variables, such as weather, territory, buying habits, types of customers, etc., removed. 
Example: four different women, in the same apartment house, each receive one of four different 
test advertisements. 


A Million Dollar Campaign From This Method 


The national advertisers who have used THE FAMILY CIRCLE copy testing plan will spend 
more than a million dollars in magazine advertising next year. They have pre-tested copy in 
THE FAMILY CIRCLE and know which of the tested ads have clicked—which have not clicked. 
With a modest investment, that will pay profits while testing, you may be able to definitely 
know that you have an advertising appeal that will justify a large national campaign. 


How It Is Done 


Suppose you have four different copy appeals to be tested. Suppose you want to find out if a 
sample is better than a premium, or if “‘quality’’ surpasses ‘‘price,’’ or ‘‘price’’ surpasses “style” 
as your basic appeal. You buy space in THE FAMILY CIRCLE for only ONE of these advertise- 
ments. We print each of the four advertisements, in the same issue, in the same position on the 
same page, so that EACH ADVERTISEMENT HAS THE SAME CIRCULATION IN EVERY ONE 
OF 6,700 RETAIL MARKET AREAS, COAST TO COAST. 

Each ad is keyed and the relative effectiveness of each is quickly determined. All variables 
that usually interfere with copy tests are eliminated. These changes in copy may be had at a 
small mechanical charge which amounts to a few cents per thousand circulation. If you will 
return the coupon we shall be glad to give you full information about the testing method, and 
samples of tests already made. 


Why The Family Circle Can Do It 


Housewives get the magazine at any of the 6,700 chain stores by asking for it. See the list 
below. When four advertisements are being tested, we print the magazine so that no two con- 
secutive copies have the same advertisement, and 
each tested advertisement has the same circulation 
EVERYWHERE. 


THE 
FAMILY CIRCLE 


ea No Sales Effectiveness Lost For The 
&, Sake Of The Test 
Bear in mind, FAMILY CIRCLE advertising has a circula- 


tion of well over 1,400,000 to housewives who have two 
important habits. First, they have the habit of doing 


THE their own buying, for cash. The very fact that they get 
ae THE FAMILY CIRCLE indicates that they made a pur- 


. < =| 
is a weekly rotogravure magazine of 
general entertainment and helpful 


chase at a nearby chain store. Secondly, they have the 
habit of ASKING for THE FAMILY CIRCLE. A recent two 


household information, brief and weeks’ test indicated that 88.8% of all copies distributed 
pgp A og Mh Bly were taken by the customers, on their own initiative. 

and distribute copies without charge Advertising in THE FAMILY CIRCLE has the power of 
to their customers. (Figures are less trati t h igh dj ici 

than actual. ) ie ilk lis concentration to the right prospects, and in suitlicient 

. . e aci ; ; 

Coast Edition. 530,000 circulation strength to bring about a substantial sales effect. (FAM- 

through 1,650 stores in the Pacific ILY CIRCLE circulation usually exceeds that of any 

The Mid-West Edition, 345,000 other magazine in FAMILY CIRCLE territory—29 States.) 


circulation through 900 stores 
from the Pacific Coast states east 


FISHER BROS. CO, The Cleveland Full Information On Copy Testing—Free 


Edition. 51,000 circulation through 


wo, teres th geether SSeserans We have numerous samples of tests already made and 


and _ trading area. 

SAIETARY GROCERY CO.. INS. The full information about the results secured. We shall be 
Edition. 138,000circulation through glad to send you the facts by mail, or have one of our 
Ry RA BR representatives call with this material. Please use the 

AMERICAN STORES CO. The Middle coupon. 


Atlantic Edition. 300,000 circula- 


tion through 2,800 stores in Mary- 
land, Delaware, Pennsylvania 
West Virginia, New Jersey, and 
central New York. 

FIRST NATIONAL STORES, INC. The 
General Edition. 103,000 circula- 
tion through 470 stores in the 
Hartford division—western Mass- 
achusetts and Connecticut. 


iy Lar gO gg ft of 
the Genera on. JY, circu- 
lation through 33 stores in Miami, 400 MADISON AVENUE, NEW YORK, N. Y. 

West Palm Beach and Tampa, 


Florida. 1217 Russ Bldg., San Francisco * 6/N. Michigan Ave., Chicago 


Sil of Advertising 
+ Sl of Research 
* $21.99 


These advertisers have used THE FAMILY 
CIRCLE testing method. They will KNOW 
which advertisement brought best results. 


y PotAN 


Mr 


GENERAL MILLS 
tested 16 ads in 4 page 


dé 


PERFOLASTIC 
tests 2 page ads on one page 


FAMILY CIRCLE MAGAZINE 
400 MADISON AVENUE, NEW YORK. N. Y. 


Please send me complete information about THE FAMILY 
CIRCLE’S method of copy testing, together with costs and 
examples. 
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FURNITURE CHAIN 
IN PEACE PLEA 


New York, Oct. 3.—Readers of the 
New York Daily News today who 
were confronted with a page one 
“War Begins” scare head in 312- 
point type, found on page 43 of the 
same paper a plea for peace in the 
form of a page advertisement signed 
by Israel Sachs, president of Sachs 
Quality Furniture, Inc. The copy 
was prepared and placed by L. P. 
Wiener, vice-president and advertis- 
ing manager of the company. 

The advertisement, which was 
largely text, was headed in Gothic 
type, “Peace on earth ... good will 
toward men.” A coupon, which 
readers were urged to mail to Mr. 
Sachs, was in the form of a protest, 
to President Roosevelt and to Con- 
gress, against war. 

Those signing it pledged “active 
and unfailing support in every effort 
to avert war and to maintain peace.” 

Mr. Weiner made a similar plea 
on the Sach’s radio program over 
WMCA last evening and he plans to 
speak again on the subject tonight. 
He describes the idea as an altruistic 
attempt at constructive propaganda. 

No further copy of this type is at 
present scheduled. 


Form Display Group 

The Display Club of New York, 
headed by Lawrence Kiser, has been 
formed with the object of bringing 
together the advertiser, agency and 
trained display person on matters of 
elevating display standards and pro- 
moting better merchandising through 
display. Headquarters are in the 
R. C. A. Building, Rockefeller Center. 


Unites with Cone 


Arthur R. Griswold, for nearly 20 
years with McCann-Erickson, Inc., 
and lately head of his own agency, 
has joined the Andrew Cone Adver- 
tising Agency, Empire State build- 
ing, New York, as vice-president in 
charge of new business. He will con- 
tinue to service his present clients. 


‘Pre- Volstead’ 
Record Broken 
By Gin, Brandy 


Washington, D. C., 
ot Internal Revenue records show 
that gin and brandy production is 
breaking all pre-prohibition records, 
while distillation of whisky is lag- 
ging far behind its old maximum. 

The bureau estimates that whisky 
production for this year will total 
49,112,923 gallons. Indications are 
that the 1936 total will be higher. 
The record was set in 1911 when 
production totaled 100,647,155 gal- 
lons of bourbon and rye. 

Gin and brandy distilleries are 
showing large gains. Gin’s previous 
banner year was 1913, with 4,014,600 
gallons. This year, according to 
preliminary figures, production will 
run nearly 6,000,000 gallons. 

In some quarters, the increase in 
the popularity of gin is ascribed to 
a change in tastes as a result of the 
prohibition years. 

Consumption of legal liquor has 
increased steadily, while the boot- 
legging industry is being curtailed, 
according to treasury officials. 


Oct. 3.—Bureau 


“Banner” Adopts Radio 


The Nashville, Tenn., Banner 
joined the broadcasters’ ranks Sept. 
23 when it went on the air with the 
“Banner Newshawk,” broadcast daily 
except Sunday over station WSM. 
News bulletins of the “Banner News- 
hawk” utilize the Banner's three 
agencies, Associated Press, United 
Press and International News Serv- 
ice, as well as local and state news 
edited by the Banner's staff. 


O. B. 1. Furthers Expansion 


Acting on expansion plans, the 
executive committee of the Oil 
Burner Institute, New York, adopted 
a design for the O. B. I. seal of ap- 
proval and will meet Oct. 8 at Hotel 
Pennsylvania to take up rules gov- 
erning its use, requirements for 
membership in the industrial, dis- 
tillate and associate groups and other 


matters. 


COVERING 
THE 


TACOMA 


SEATTLE 
MARKETS 


BUY 
TACOMA- 
SEATTLE 


AT LOWER COST 


@ KVI, (570 k.c. 1000 watts) offers you the Tacoma- 
Seattle markets at the price of one market alone! 
Why? KVI's transmitter is midway between the 


two largest cities of the Puget Sound area. 


Its 


signal strength is perfect in both cities. 


@ KVI's primary 100-mile market has a population 
of 600,000. This market is made up of two metro- 
politan cities, many smaller cities and towns, and 


thousands of 


farm homes. 


This area has shown 


CBS program preference through its continuous mail 
which runs into several thousand letters a month. 


M@ You can buy all of this market through one 
station which proves its advertising value to the 
greatest number of national, sectional and local 
advertisers of any station in its area. 


KVI..TACOMA 


PIONEER COLUMBIA NETWORK 
STATION IN THE PACIFIC NORTHWEST 


Free & etateues, Inc., national representatives, 
poe £. Cy ord picture of EVI's intensi 
r 


will give 
ve market coverage. 


efore you place your next schedule. 


ANTI-PEDDLER 
DRIVE CALLED 
SHORT-SIGHTED 


Chicago, Oct. 2.—A _ strong pro- 
test against current § advertising 
which aims to discourage purchases 
from house-to-house peddlers, was 
lodged this week by Matteson-Fo- 
garty-Jordan Company, Chicago, with 
a number of newspapers running 
such campaigns, on the ground that 
they might easily hamper legitimate 
sales efforts. 

Several of the agency's clients 
have commented on possible harm to 
legitimate advertisers which might 
result from the campaign, W. A. Jor- 
dan, president of the agency, wrote 
the newspapers. 

The campaign “is very likely to 
destroy the confidence of household- 
ers in any and all products which 
are sampled, demonstrated or intro- 
duced through personal visits on 
the part of salesmen or sales- 
women,” his letter says. 

Many large national advertisers 
have found it advisable to supple- 
ment newspaper advertising and ef- 
forts of local dealers by means of 
house-to-house sampling, personal 
demonstrations in homes or actual 
house-to-house canvass in search of 
prospects for their products, it is 
stated. 

“The propaganda represented by 
the present campaign, if continued, 
will have the effect of casting suspi- 
cion upon all callers and making the 
housewife hostile toward anyone 
who may come to the door,” Mr. 
Jordan declared. “Salesmen and 
demonstrators representing legiti- 
mate companies will find it hard to 
get interviews and the dealers’ busi- 
ness will suffer as a result.” 

The merchant who sponsors such 
advertising “is directly or indirectly 
setting up a potential sales barrier 
for himself and for other dealers in 
his community who may be handling 
the commodities that require house- 
to-house promotion,” he asserts. 

“We feel that the newspaper that 
accepts such advertising—perhaps 
unthinkingly—helps to establish a 
public attitude toward house-to-house 
work that is definitely inimical to 
the interest of many national adver- 
tisers.” 


Crocker Ends 11 Years 


Betty Crocker, home economics di- 
rector of General Mills, Inc., who 
started to broadcast from a single 
Minneapolis radio station in 1924, 
celebrated her eleventh year on the 
air Oct. 4. Her broadcasts are now 
national in scope, going out twice 
weekly over 47 stations. 


J. M. Price Appointed 


J. M. Price, former advertising rep- 
resentative of Curtis Publishing Com- 
pany and The American Weekly, and 
for six years assistant to the presi- 
dent of National Candy Company, St. 
Louis, has been named sales mana- 
ger of the Merchandise Mart, Chicago. 


Organize Art Firm 

Fred Forester, formerly with the 
advertising department of the Bur- 
lington Railroad, Ralph Madsen and 
J. Vincent Jolliffe have organized an 
advertising art firm under their 
names at 513 W. Jackson Blvd., Chi- 
cago. 


Everett with Journal 


Robert S. Everett, with the Jour- 
nal, Elizabeth, N. J., the past several 
years, has joined the New York of- 
fice of Chas. H. Eddy Company, news- 
paper representatives. 


Russell Makes Change 


Lewis M. Russell, formerly of 
Tower Magazines, has joined the 
New York sales staff of Macfadden 
Women’s Group. He will cover New 
England. 


Gould’s New Work 


John - Kingsley Gould, formerly 
with Frankfort Distilleries, Inc., has 
joined the advertising department of 
National Distillers Products Corpora- 
tion, New York. 


Farm Income 


Shows Rise, 
U. S. Reports 


Washington, D. C., Oct, 3.—Farm 
income for the first seven months of 
this year showed a gain of more 
than $400,000,000 over income in the 
same period of 1934, the Department 
of Agriculture has estimated. 

Farms in 34 states 
basis of the estimate. Thirty-three 
leading farm products were included 
in the study. 

The states showing decreases in 
farm income are Maine, North Da- 
kota, Nebraska, North Carolina, 
South Carolina, Florida, Alabama, 
Arkansas, Louisiana, Texas, Mon- 
tana, Wyoming, New Mexico and 
Arizona. In the 20 remaining states, 
tabulated cash receipts of the farm 
ers were better than,average. The 
term “cash receipts” included rental 
and benefit payments. 


Dryden Joins Tyson 


Harry W. Dryden, previously con- 
nected with General Electric Com- 
pany, Studebaker Corporation, Eaton 
Crane & Pike and the Fafnir Bearing 
Company, has joined the executive 
staff of O. S. Tyson & Co., Inc., New 
York, 


Gas Rene Campaign 
Planned for Chicago 


Using newspapers and radio, the 
Gas Appliance Society of Metropoli- 
tan Chicago is launching its fall ad- 
vertising campaign for gas ranges. 
The opening advertisement in Chi- 
cago newspapers will be approxi- 
mately 1,350 lines, to be followed by 
quarter pages at least until the first 
of the year. <A_ three-day-a-week, 
quarter-hour program will be broad- 
cast over WGN. Consumers will be 
urged to look for the society’s seal 
when buying ranges. 

The society is made up of Moore 
Corporation, George D. Roper Cor- 
poration, Detroit Michigan Stove 
Company, Alcazar Range Company, 
The Estate Stove Company, The A B 
Stove Company, The Crown Stove 
Company, and more than 200 deal- 
ers. The account is handled by 
the Chicago office of Campbell-Ewald 
Company. 


Razor Firm Names Ayer 


Standard Safety Razor Corporation, 
East Norwalk, Conn., has appointed 
N. W. Ayer & Son, Inc., Philadelphia, 
to direct an advertising and promo- 
tional campaign to extend the mar- 


ket for its Rio single-edged and 
Token double-edged safety razor 
blades. 


Trainer Plans Drive 


A newspaper and car-front poster 
campaign for Trainer’s E-T whisky 
and Pine Hill Blended whisky is be- 
ing prepared by Jerome B. Gray & 
Co., Philadelphia, for Edward 
Trainer, Philadelphia, wholesale 
liquor dealer and rectifier of spirits. 


formed the’ 


FOOD COMPANY T0 
HAVE SPONSORED 
LONG, |S CLAIM 


Milwaukee, Wis., Oct. 2.— Had 
Huey Long not been slain by an as- 
sassin’s bullet, America would now 
be listening to the U. S. Senator on 
a radio program boosting “Huey 
Long’s Louisiana Pot Likker,” under 
sponsorship of a well-known food 
products corporation, according to 
information obtained here. 

The man who is reported to have 
interested the Kingfish in entering 
commercial advertising is John E. 
Fitzgibbon, of the Associates of J. E. 
Fitzgibbon, Milwaukee, clearing 
house for advertising and selling 
ideas. 

The story goes that several weeks 
ago Mr. Fitzgibbon heard Long ex- 
patiate on the virtues of pot likker 
while in the midst of a discussion 
in the Senate. More out of curiosity 
than otherwise, Mr. Fitzgibbon asked 
one of his capitol newspaper friends 
to get him the recipe for the concoc- 
tion, a sort of soup made by simmer- 
ing turnips, turnip tops and other 
vegetables and their tops with pork. 

Much to the Milwaukeean’s sur- 
prise, the Louisiana dictator wrote 
him a lengthy letter telling of his 
favorite method of making and using 
pot likker. He carefully explained 
the health-giving qualities of his fa- 
vorite dish, and outlined its vitamin 
contents. 


Gets Name on Contract 


Mr. Fitzgibbon thought he saw a 
merchandising and advertising idea 
going to waste, and it is said he 
proceeded to get the Kingfish’s sig- 
nature on a contract for the use of 
his name and for a series of broad- 
casts. 

His first effort to find an outlet for 
the idea came to grief, because the 
prospective client was reluctant to 
hook up its name and prestige with 
the radical, although politics and 
share-the-wealth propaganda were 
barred by certain penalty clauses in 
the contract. 

Mr. Fitzgibbon declines to reveal 
the identity of the sponsor, except 
that it was a lesser known sub- 
sidiary of a company making na- 
tionally advertised products, whose 
directors did not want its connection 
known directly to the public. 


Long’s radio time was to have 
been used in depicting humorous in- 
cidents of his early career while 


peddling groceries. Mr. Fitzgibbon 
believes the senator would have been 
a radio “natural.” Long claimed 
thousands of followers for his share- 
the-wealth scheme, and thus had a 
ready-made audience. Others would 
have been fascinated by his Southern 
drawl and humor, he believes. 


e ldve er rtisement ) 


Daily News of Business 
Best for Active Executives 


The keen interest of business men 
in “spot” news of new developments 
brings an increasing demand for 
daily news of business. 

The change in conditions affecting 
production and sales, fluctuations in 
raw and semi-finished materials ... 
all point to the necessity of up-to- 
the-minute news. 

This demand for daily business 
news is naturai. Substantial busi- 
ness commitments or purchases of 


securities are not made on informa- 
tion a week or two old. 

Advertising. in the Chicago Jour- 
nal of Commerce, the Central West’s 
daily morning business newspaper, 
gets the attention of active execu- 
tives in that important industrial 
territory. It’s your best medium if 
your job is to sell those who approve 
expenditures of corporations in the 
Central West. 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 817. How Spirits May Be Sold. 


Legal aspects of the liquor indus- 
try, as of August, 1935, are dealt with 
in these two maps prepared by 
Ahrens Publishing Company. One in- 
dicates how spirits may be sold le- 
gally through various outlets, while 
the other is concerned specifically 
with sales through hotels and restau- 
rants, and includes the number of 
hotels of 50 rooms or over, rated 
restaurants and clubs in each state 
permitting the sale of spirits on their 
premises. 


No. 818. The Sales Manager’s Year 

Book of Circulation for 1935. 

This booklet, issued by Associated 
Newspaper Color, Inc., gives a com- 
plete picture of A. N, C. coverage of 
the Pacific Coast market. Total cov- 
erage in the seven Western states is 
given, followed by a break-down of 
circulation by states, counties and 
cities. Statistics on each state are 


’ accompanied by a map indicating the 


location of newspapers which publish 
Associated magazine and comic sec- 
tions. 


No. 819. Making Your Product Easy 
to Buy in the Plumbing and Heat- 
ing Market. Selling the Plumbing 
and Heating Market. 

These brochures, issued by Domes- 
tic Engineering Company, go into 
detail about the extent of the market 
and sales methods used in cultivat- 
ing it, and describe the services 
offered by Domestic Engineering 
Publications. 


No. 820. Microphones, Movie Stars 
. and Soup. 


In this folder, Columbia Broad- 
casting System tells how Campbell 
Soup Company’s business, apparently 
grown to the verge of market satu- 
ration, expanded sales of its three 
leading brands 30 per cent, 35 per 
cent and more than 100 per cent. 


No, 821. Sola Luminous Tube Trans- 
formers. 


This manual, issued by Sola Elec. 
tric Company, tells the story of Sola 
Cyl-indor transformers: why their 
use adds attractiveness to sign struc 
tures and how they raise the effi- 
ciency of luminous tube sign opera: 
tion. 


No. 822. Market Study of Canned 

Goods in Hawaii. 

Distribution and _ relative sales 
standing of various brands of canned 
vegetables, fruits and soups in Hono- 
lulu’s retail outlets are covered in 
this survey made by the merchandis- 
ing service department of the Hono- 
lulu Star-Bulletin. 


No. 823. What's Wrong with Adver- 
tising? 

This analysis of the situation, by 
Charles Austin Bates, names waste 
as the root of all advertising evil, 
and suggests three methods by which 
excessive cost of advertising may be 
reduced. 


No. 824. Market Facts About the 
Intermountain Empire and the Salt 
Lake Market. 


In this handsomely produced 
brochure, the Salt Lake Tribune- 
Telegram has analyzed the Inter- 
mountain market, and _ provided 
maps, charts, photographs and fig: 
ures showing the sales opportunities 
and the news- 
papers through which it may be sold. 


No. 816. International in Appeal. 

Complete editions in England and 
Germany, special sections in a 
Swedish, a Norwegian and a Danish 
magazine are described in_ this 
brochure issued by True Story 
Magazine to show the fundamental 
appeal of True Story’s editorial 
formula. 


Canada Dry Experts 
Open Own Offices 


Irving Phillips, for 12 years with 
Canada Dry Ginger Ale, Inc., and 
latterly vice-president in charge of 
sales and advertising, has opened 
offices in the Lincoln Bldg., New 
York, in association with W. F. Bull 
and C. C. Albertson, as merchandis- 
ing consultant. The firm name is 
Phillips, Albertson & Bull, Inc. 
Messrs. Albertson and Bull were 
associated with Canada Dry for over 
five years as assistant general sales 
managers. 


Name Representatives 
Main Line Daily Times, Ardmore, 
Pa., and the Telegraph, Brownsville, 
Pa., have appointed DeLisser, Boyd 
& Terhune as national representa- 
tives. 


DISTILLER MAILS 
“MOVIE” BOOKLET 


New York, Oct. 3.—Every holder of 
a liquor license in the country has 
réceived National Distillers’ unusual 
broadside, outlining the fall adver- 
tising campaigns for Windsor and 
Town Tavern whiskies. The booklet 
is designed in “motion picture” 
form, 

Entitled “A Picture of Better 
Sales,” the booklet first presents the 
cast of characters: Joe Adams, owner 
of a thriving restaurant and bar; 
Bob Johnson, owner of a prosperous 


package store; Town Tavern, “Amer- 
ica’s fastest selling rye whisky”; 
Windsor, “oldest whisky at the 
price”; and “the great American buy- 
ing public.” 


The illustrations in the booklet are’ 


presented so as to resemble strips 
of motion picture film. The illustra- 
tions portray scenes at the bar and 
at the package store, where Joe and 
Bob exchange points of view on the 
sales points of Town Tavern and 
Windsor, and discuss National Dis- 
tillers’ advertising of these products. 

“Looks like you and I agree that 
there’s real dough to be made pro- 
moting Town Tavern and Windsor,” 
Joe remarks, in the “fadeout,” while 


Bob exclaims, “We can’t miss making: 
money backing these winners!” and’ 
the cash register adds, “Boy, am I. 


in for a busy season!” 

Weekly insertions will be made in 
204 newspapers. Twenty-seven maga- 
zines will be used. They are: Adven- 
ture, All Story, All Western, Argosy, 
Best Detective, Blue Book, Collier’s, 
Complete Magazine, Cowboy Stories, 
Crossword Puzzles, Detective Fiction 
Weekly, Detective Story, Doc Savage, 
Field and Stream, Five Novels, Lib- 
erty, Love Story, Nick Carter, Out- 
door Life, National Sportsman, Rail- 
road Stories, Sport Story, The 
Shadow, Top Notch, Western Ro- 
mances, Western Story, and Wild 
West Weekly. 

Copy on the broadside was pre- 
pared by Lawrence Fertig & Co., Inc., 
New York, under supervision of John 
Cole, advertising director for Na- 
tional Distillers. 


oo 


Mr. Throttletop!”’ 


Boston 


New York 


~~ 


“WHAT IS THIS—an 
advertising schedule 
or 
a charity list?” . 


\ 


**Whatinhell are you trying to do with my money --- 
create a trust fund for needy magazines?”’ 


‘But really, Mr. Jones, those magazines are all right. Why, they have 
the biggest circulations in —” 


**Fiddlesticks, Mr. Throttletop, is that all the thought 
you’re giving our account? Why man, my secretary 
could have given me a list of the biggest magazines. 
Doesn’t it ever occur to you that I want my advertising 
to pay out in results --- RESULTS, Mr. Throttletop!”’ 


“But really, Mr. Jones, those magazines have brought fine results to --" 


“T hadn’t thought much about 


“Well, you s!,0uld have thought of them. You should 
know as well as I do that the National Sportsman- 
Hunting & Fishing combination belongs on this list. 
Why, man alive, it’s a natural! Close to 600,000 men 
readers --- that means close to 600,000 SHAVERS --- 
and a page rate per thousand that ranks with the lowest! 
You can’t beat that for efficient advertising. Give mea 
few magazines like that and you’ll give me results, 


PT Urea aT ot 


Chicago 


‘Sure they have, to the folks who advertise baking 
powder. But we’re advertising shaving cream --- a 
MAN’S product, Mr. Throttletop. I want a shaving 
cream market --- an all-man market --- a market with 
no waste circulation. Give me a good sportsman’ s 
magazine, Mr. Throttletop.’’ 


vo Aas as 


the sporting magazines, Mr. Jones.” 


595,503 men readers 
(ABC) 


NATIONAL SPORTSMAN ens HUNTING & FISHING 


Philadelphia \ 
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WOMEN’S MEETING 
HEARS CRITICISM 
OF ADVERTISING 


Arts-Industries Members to 
Study Distribution 


New York, Oct. 
vertising received some knocks at 
the Fourteenth Annual Woman’s Ex- 
position of Arts and Industries, Ho 
tel Astor, this week, it found prom- 
ise of a square deal in the future, 
in a sentiment which favored the 
announced intention of the con- 
sumer groups represented to learn 
all the facts about distribution. 

The focal point of the exposition 
this year is a series of educational 
consumer institutes dealing with 
present day problems encountered 
by the purchasing agents for Amer- 
ican homes. 

To the rostrum were brought, in 
some cases, champions of interests 
which have warred against one an- 


4.—Though ad-} 


other for years. The women lis- 
tened to their individual stories in 
an effort to sift out the truth. For 
example, Tuesday’s institute  in- 
cluded speakers from chain, co- 
operative and independent store 
fields. 

In centering attention on con- 
sumer interests, the organization 
showed the results of a radical tran- 
sition from its first aims. Fourteen 
years ago, the non-profit group, spon- 
sored by prominent New York 
women, was a vehicle to set forth 
the accomplishments of women in 
business and professions. Exhibits 
revealed these achievements. 


Many Commercial Exhibits 


This year’s exposition includes 
numerous commercial exhibits, each 
with its educational message. 
Among the exhibitors are Philip 
Morris & Co., which maintained a 
smoking lounge, Beech Nut Packing 
Company, Equitable Life Assurance 
Society of the United States, Food 
and Grocery Stores of America, 
Lockwedge Shoe Corporation of 
America, Inc., Philco Radio and 
Television Corporation, and Helena 
Rubenstein, Inc. 

It was in a “consumers’ code” pre- 
sented by Mrs. Carl A. Schrader, 
Belmont, Mass., former president of 
the Massachusetts Federation of 
Women’s Clubs, that advertising, by 


DEALER 
“sSiGns 


implication, was given a pledge of 
fair judgment. The sentiment of 
the meetings took form in this code, 
one point of which was that “I (as 
a consumer) shall learn the funda- 
mentals of good business practice; 
I shall cooperate with agencies work- 
ing in the consumer interest so that 
my own power may be effective.” 

The thought was reiterated by the 
chairman in later sessions in state- 
ments to the effect that the thou- 
sands of club women represented by 
the 150 or more persons at the in- 
stitute will dig out the facts con- 
cerning what is economically good 
for American consumers and act ag- 
gressively on them. 

Especially potent is woman’s con- 
trol over every industry dependent 
on style, according to Mrs. Schrader. 
She quoted figures on food, wearing 
apparel and cosmetic sales and 
warned against exaggerated and 
false advertising claims, especially 
over the radio, which, she asserted, 
is a little more daring in this re- 
spect than other mediums. 


Pledge Fair Play 


Her code pledged women to as- 
sume responsibility as a citizen and 
fight for fair play in civic and po- 
litical affairs, to satisfy their just 
obligations, to cooperate by report- 
ing frauds and unfair practices to 
proper authorities, to prevent return 


Here is a new transformer for your Neon signs that will not dis- 


figure your dealer’s windows. 


It’s dependable—that’s very essen- 


tial—but more than that it is beautifully modern and so attrac- 
tive in appearance that any dealer will be proud to have it show 


in his. windows. 


Your sign manufacturer can supply the CYL-INDOR, on your 
specification, at no additional cost over ordinary types of window 


transformers. 


On the famous Chevrolet spectacular and hundreds of others 
where advertising results depend on reliable operation, Sola Out- 


door type transformers are used. 


(Perhaps you would like a copy of our new 
“Neon Sales Manual.” It’s yours for the asking.) 


SOLA ELECTRIC COMPANY 


2525 Clybourn Avenue 


Chicago, Illinois 


IT'S MICKEY AGAIN 


Now Mickey Mouse appears again, 

this time on a line of children's 

belts made by Hickok Manufac- 
turing Company, Rochester. 


of sweatshops by refusing to buy 
their products, to purchase carefully 
in order to reduce economic wastes 
of returned goods, to learn the fun- 
damentals of good business practice 
and cooperate with agencies work- 
ing in the consumer interests. 

A threatening gesture toward ad- 
vertising “wastes” was made by B. 
H. Janssen, formerly of the retail 
food and groceries code authority, 
in a defense of the retailer in the 
food distribution forum. The re- 
tailer, he said, is responsible only 
for the spread between the price 
at which he buys and that at which 
he sells to the consumer. Some- 
times the _ retailer’s sincerity is 
doubted, Mr. Janssen said, when he 
tries to explain an uneconomically 
high price resulting from “loading.” 

The specific instance of loading 
the cost of distribution cited was 
that of advertising. He did not say 
that advertising should be _ elimi- 
nated, but he strongly suggested 
that much of it did not work toward 
the ultimate advantage of the con- 
sumer. 

Competition is not 60 much a fight 
between retailers, he said, as it is 
between manufacturers. Figures 
cited showed that 38.8 per cent of 
the cost to the consumer of the 
products of 312 drug manufacturers 
is chalked up before the merchan- 
dise ever reaches the retail store, 
he said. Advertising was one of the 
biggest segments of the 38.8 per 
cent. 


Cost Called Unbelievable 


There has been a steady increase 
in the use of radio station time by 
food and grocery manufacturers re- 
sulting in an expenditure of nearly 
$4,000,000 for the first eight months 
of 1934. Adding talent, newspaper, 
magazine and other forms of adver- 
tising. the totals are almost unbe- 
lievable, he declared. This cost 
falls within the manufacturer’s por- 
tion of the consumer’s dollar. 

Very likely, he said, the house- 
wife goes about her work enjoying 
the entertainment provided by her 
radio, but does she realize how 
much it is increasing the cost of 
the necessities she buys? His ar- 
guments applied principally to the 
vast number of families with in- 
comes of less than $900, “which 
must be given the essentials of life 
without loading the price.” 

The retailer’s job, he said, ideal- 
istically is not merely passing cans 
and packages over the counter. It 
is his responsibility to give a fair 
and equitable distribution of value 
in the product to all concerned. If 
he sells sugar at four and one-half 
cents a pound which costs $4.85 a 
hundred weight at New Orleans, as 
chains sometimes do, he sponsors 
a movement which is economically 
detrimental to the home, Mr. Jans- 
sen said. 


New Orleans Club Elects 
Robert A. Kottwitz, Jr. was 
elected president of the New Orleans 
Advertising Club, Sept. 25. Other 
new officers are: J. W. Moore, Walter 
Snider and Lester M. Price, vice- 
presidents; Margot Burvant, treas- 
urer; Lalise Moore, recording secre- 
tary; Abby Coguenheim, assistant 
recording secretary; Adrienne 
Schaeffer, corresponding secretary. 


Kastor Clients 


Cooperate with 
Special Offer 


Chicago, Oct. 3.—Using a product 
of one of its clients as a premium to 
be given away with that of another 
advertiser under its wing is the un- 


|}usual plan being tested in Chicago 


by H. W. Kastor & Sons Advertising 


|| Company. 


The tie-up was launched this week 


\|with an advertisement in evening 


papers offering a ten-cent bottle of 
Welch’s grape juice free with the 


|}purchase of five bars of American 


Family soap. Both accounts are 
handled by the Kastor agency. 

It is assumed that American 
Family paid for the space, in con- 
sideration for a special low price on 
the premium. It gave Welch’s fine 
display, reminding readers that Irene 
Rich keeps slim and youthful by 
drinking Welch’s regularly. At the 
same time, the copy did not neglect 
to extol the virtues of American 
Family soap, made especially for use 
in the hard-water belt. 

The offer was confined to “while 
they last,” and the reader had some 
difficulty in telling just how amazing 
the “amazing offer” is because no 
price was mentioned. This was 
omitted in order to enlist the sup- 
port of independent as well as chain 
stores. 


Hutchins Appoints Stowell 


James V. Stowell, visualizer and 
layout artist for various agencies and 
advertisers, has joined Hutchins Ad- 
vertising Company, Rochester, N. Y. 


Bigelow Joins Ullman 


Dana H. Bigelow, former assistant 
advertising manager of Review of 
Reviews, has joined Roland G. E. 
Ullman, Philadelphia agency, as vice- 
president. 


RAPID 


COPY SERVICE CO. 


FOr roto layouts — did 
you know you can get a 
Rapid roto-tone photo- 
stat? Blue, brown and 
orange-red, too. 


SIX BRANCHES 


NEW YORK 
415 Lexington... ... 444 Madison 
VAnderbilt 3-3680 


* 

CLEVELAND 

Union Trust Bldg. 
Main 9335 


* 
CHICAGO 
110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 
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ADVERTISING AGE 


DEATH CLAIMS 
L W. NIEMAN, 
NOTED EDITOR 


Founded “Milwaukee Journal” 
93 Years Ago 


Milwaukee, Wis., Oct. 2.—Lucius 
William Nieman, who founded the 
Milwaukee Journal 53 years ago and 
had been its editor and president 
ever since, died at 4 a. m. yesterday 
at his home in 
the Knickerbock- me 
er Hotel. Mr.} 
Nieman was _ 77,| 
and had been in} 
poor health for 
several years. 

He was born at 
Bear Valley, Wis., 
on Dec. 13, 1857 
Two years later, | 
when his father| 


his mother’s par- 
ents at Muk wa- 
nago. At 13 he left school and home 
and found his first newspaper work, 
as printer’s devil on the Waukesha 
Freeman. He attended Carroll Col- 
lege for a short time, and then took 
on the work of Waukesha corre- 
spondent of the Milwaukee Sentinel. 

The Sentinel’s editors liked his 
work so well that they called him 
to Milwaukee, and then made him 
legislative correspondent. He became 
city editor of the Sentinel, and before 
he was 21, was made managing edi- 
tor. 

The Sentinel changed owners, and 
Mr. Nieman went to St. Paul to take 
over management of the St. Paul 
Dispatch, then a failing property of 
former Gov. Marshall of Minnesota. 
He was given a one-third interest in 
the paper, with a chance to acquire 
full ownership in time, providing 
that the paper was restored to a po- 
sition of profit. The paper started 
on the upgrade, and within a year 
was assured of success. 


Stakes His All 


But Wisconsin was his home, and 
Mr. Nieman decided to return to this 
state. He gave up his one-third in- 
terest in the Dispatch, and resumed 
the position of editor of the Senti- 
nel, until its merger with the Repub- 
lican-News in 1882. 

With the merger, Mr. Nieman be- 
lieved the. time had arrived for 


L. W. Nieman 


establishing a newspaper of his own. | 


He went to James E. Scripps, famous 
Detroit publisher, with a proposal 
for a Milwaukee newspaper. Plans 
were almost complete, when P. V. 
Deuster, a candidate for Congress, 
started a small campaign daily, which 
he called the Journal. Mr. Scripps 
withdrew his support, believing that 
two new papers could not succeed at 
the same time. 

Mr. Nieman still believed it was 
time to make a start. He returned 
to Milwaukee, put every dollar he 
could obtain into the new paper and 
became majority owner and editor- 
in-chief of the Milwaukee Journal. 
He was reporter, office boy, and type- 
setter as well. 

Mr. Nieman had promised an in- 
dependent newspaper to Milwaukee- 
ans. Within two months he clearly 
demonstrated his sincerity, in an in- 
cident involving advertising. 

The Newhall House, a pretentious 
but decrepit hotel, burned to the 
ground, with the loss of 80 lives. 
The Journal covered the disaster 
completely, and day after day, car- 
ried editorials pointing out that the 
owners of the building, important 
men in Milwaukee life, had neglected 
safety while advertising the hotel as 
safe. With this attack, the Journal’s 
reputation was made. 

In 1896, the newspaper came out 
against Bryan and free silver, and 
in three weeks lost half its circula- 
tion. 

When the World war began, the 
Journal underwent a storm of criti- 


cism because of Mr. Nieman’s rule 
that the Journal would consider 
America’s rights, interests and 
safety, despite pleas and propaganda 
by men whose sympathies were with 
one side or the other. 

At the close of the war, the Jour- 
nal was awarded the Pulitzer medal 
“for the most disinterested and 
meritorious service rendered by any 
American newspaper during 1918.” 


Agency for Vitrolite 


Vitrolite Company, Chicago, has 
placed its advertising account with 
United States Advertising Corpora- 
tion, Chicago. The company is a sub- 
sidiary of Libbey-Owens-Ford Glass 
Company, Toledo, whose account this 
agency has handled for some time. 


Opens New York Office 


Harris-Dibble Company, specializ- 
ing in appraisal and sale of publish- 
ing properties, has reopened New 
York offices at 11 W. 42nd St. George 
R. Parker will be associated with 
Fred A. Dibble at New York. 


Miss Kanter Has Agency 


Belle Kanter, advertising director 
of the Hearst Hotels, has resigned 
to open her own advertising agency. 
She was associated with Hearst 
newspapers in New York for 13 
years, 


AIRLINE CLOSES 
SLOGAN CONTEST 


Chicago, Oct. 3.—American Air- 
lines, Inc., Chicago, is completing 
plans for a newspaper campaign in 
key cities served by the company. 
Copy will utilize the winning slogan 
in the air line’s recent contest. 


The prize in the contest, announced 
in the Aug. 31 issue of the Saturday 
Evening Post, consisted of two round 
trips to anywhere on the line, which 
extends from coast to coast and from 
Canada to Mexico. 

In less than 24 hours after the 
advertisement appeared, American 
Airlines received more than 5,000 
letters and coupons, according to P. 
P. Willis, of P. P. Willis Corporation, 
agency in charge. More than 150,000 
suggested slogans were received be- 
fore the contest closed a few days 
ago. 

Other advertisements to follow, in 
the Post and in newspapers, will 
translate air transportation in terms 
of advantages to people rather than 
in terms of planes, motors and sched- 
ules, which are primarily of interest 


to those who now use them, it is 
pointed out. 


The American Airlines campaign, 
Mr. Willis said, has been designed to 
develop new customers, rather than 
to concentrate on the people who 
now fly and who represent merely a 
fraction of the potential air line cus- 
tomers in the United States. 


An unusual window display was 
developed for the Board of Trade 
traffic office of American Airlines in 
Chicago, in connection with the slo- 
gan contest. Proofs of the magazine 
advertisements were shown in the 
background, while products which 
have benefited from slogans were 
displayed in the foreground. 


The products included Woodbury’s 
soap, Bon Ami, Ivory soap, Gold 
Medal flour, and Morton’s salt. At- 
tached to each item was a small sign 
giving the proper slogan. Ribbons 
led from each slogan to the headline 
of the magazine copy, “We Want a 
Slogan.” ; 


Bristol-Myers Appoints 

Bristol-Myers Company has _ ap- 
pointed Young & Rubicam, Inc., New 
York, for advertising of Sal Hepatica 
and Minit-Rub, effective Nov. 1. The 
appointment includes handling of the 
Bristol-Myers radio program, “Town 


Hall Tonight,” featuring Fred Allen 


Heublein Opens 
New Drive for 
Club Cocktails 


Hartford, Conn., Oct. 3.—The larg- 
est advertising campaign ever run 
on bottled cocktails has been placed 
under way by G. F. Heublein & 
Brother, maker of Club cocktails, 
said to be the largest selling bottled 
cocktails on the market. 

Collier’s, Cosmopolitan, The New 
Yorker, Redbook, and Time will carry 
the Club cocktails copy. In addition 
to these, Club cocktails will be ad- 
vertised weekly in large space in 
more than 100 newspapers reaching 
every important liquor market from 
New York to Los Angeles. 

Eight varieties are now listed— 
Martini, Dry Martini, Bronx, Man- 
hattan, Old Fashioned, Sidecar, and 
Sloe Gin. According to the company 
sales of all varieties have been above 
expectations all summer. 

The agency handling the account 
is Lavin & Co., Inc., Boston, 


Waszac Starts Studio 
Jack Waszac, commercial artist, 
has opened a studio in the Newman- 
Stern Bldg., Cleveland. 


been retouched.) 


Such popularity is bad for the book, 
but good for the firms listed in the 


‘yellow pages.’ 


Surveys show that more than 85% of all telephone 


It took New Yorkers just two weeks to 
thumb this classified telephone direc- 
tory into retirement. (The photo has not 


of Phila. 


ALUANCE 


Insurance 
Avto- Owners Insurance 


Central Manufacturers 
Mutval Insurance 


subscribers use the classified telephone book to help 


them with their buying—to learn “where to buy it.” The 


photograph above confirms the findings of the survey. 


Let the classified directory tell prospects where to 


buy your brand. Arrange to list dealers under your 
trade mark in directories where you have distribution. 


Circulation figures and specific estimates furnished 


without obligation. 


195 Broadway, New York 
(EXchange 3-9800) 


The classified directory makes 
these agents easy to find! 


Alliance Insurance Co. Employers Mutuals of 
Wausau, Wisconsin 


indemnity Insurance Co. 


of North America 


Philadelphia Fire & Marine Insurance Co. 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY 
Trade Mark Service Division 


311 W. Washington St., 
Chicago (OFFicial 9300) 
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A. Leschen Appoints 


Oakleigh R. French, Ine., St 
Louis, has been appointed for adver- 
tising of A. Leschen & Sons Rope 
Company. Present business paper 
schedules will be maintained. 


Schlemer Opens Studio 


Art Schlemer, for the past 15 years 
art director in the Chicago office of 
Barron G. Collier, Inc., has organ 
ized the Penthouse Studio, 175 E. 
Jackson Blvd., Chicago, handling all 
phases of commercial art. 


R. N. Mackay, Jr., Named 


Rowland N. Mackay, Jr., formerly 
advertising representative of Tezrtile 
World, has been appointed New Eng- 
land representative of Rayon and 
Melliand Textile Monthly, with head 
quarters at Boston. 


Restricts Size 


Of Ads in 50th 
Birthday Issue 


Dallas, Tex., Oct. 3—An unusual 
step, rigid limitation of advertising 
space, was taken by the Dallas News 
on the occasion of publishing a spe- 
cial edition Oct. 1 in celebration of 
its 50th anniversary. 

Both in the regular news sections 
and in the six historical sections, 
each advertiser was limited to a half 
page. Only in the 16-page _ roto- 
gravure section were full-page dis- 
plays allowed. These rules were 
made in order to preserve quality, 
rather than aim at bulkiness. 


The total amount of advertising 
in the Golden Jubilee edition was 
restricted to half the space in the 
paper. The issue was held to 160 
pages. Strictly institutional copy 
was favored in the historical and 
rotogravure sections. 

Advance orders for more than 50,- 
000 extra copies of the edition were 
received from readers. The News 
is an outgrowth of the old Galveston 
News, founded in 1842 when Texas 
was a republic. The publishing firm, 
the A. H, Belo Corporation, is the 
oldest business institution in Texas. 


“Life” Names Chapin 


Life has appointed Arthur F. 
Chapin as advertising representative 
in New England, with headquarters 
at Lincoln, Mass. 


WPRO to Mutual, Yankee 


Station WPRO, Providence, be 
came an affiliate of the Mutual Broad- 
casting System and the Yankee Net- 
work Sept. 29. The station retains 
its association with the Inter-City 
yroup. 


Joins Kaufmann & Fabry 

Ira J. Hoffman, formerly of Pic- 
torial Studios, Detroit, and more re- 
cently with Plumer, Inc., Detroit and 
Chicago, has joined Kaufmann & 
Fabry Company, commercial photog- 
raphers, Chicago, as illustrative cam- 
eraman. 


E. J. Lang Appointed 

American Seating Company, Grand 
Rapids, Mich., has appointed Elmer 
J. Lang as sales manager in charge 
of the transportation seating division. 


66 


.... some say it will be a boom building year.. 
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"Why man, every factor is favorable. 
time in the history of this country have so 
many powerful interests concentrated on the 
housing market. 
plans they are ready to spring. 
think for a minute that all those model homes 
built this year haven't aroused the home-own- 
ing bug in the minds of the people." 


“BUT WHAT IF If ISN'T 
A ‘BOOM YEAR?” 


. 1936 is a ‘natural’ to surpass 1935 by a 
wide margin. 
1935. We have done a surprisingly good busi- 
ness this year.” 


And we are not kicking about 


"| know you fellows have been doing a whale 
of a business, but what makes you think that 
1936 is going to be so good?" 


At no 


You should see some of the 
And don't 


PERHAPS NOT A BOOM-BUT-ONE SURE THING 


1936 will be a real building year . .. producing a vast market for all kinds of 
building products ...a highly competitive market ...a winner for leaders! 


Professional building men in every city, town, and village of the country maintain contact con- 
tinually with that infinitely small percentage of 125,000,000 citizens who are, in any one year, 
prospective buyers of building jobs. . . These active Key Men sift out the definite building 
market... And... through American Builder you reach the Key Men effectively and eco- 
nomically. * * Your advertising and sales promotion plans for 1936 should provide for démi- 
nating space in American Builder. 


The Ameriean Builder 


1035 West Adams Street. Chicago 


Terminal Tower. Cleveland 


30 Church Street. New York 


M. J. B. COFFEE 
COMPANY STARTS 
LARGE CAMPAIGN 


San Francisco, Cal., Oct. 3.—The 
M. J. B. Company, packer of coffee, 
tea and rice, after a five-year lapse 
has returned to newspapers as its 
chief advertising medium, in a six- 
month campaign just released in 140 
newspapers west of the Mississippi 
for M. J. B. coffee. 

The campaign utilizes space of 
four columns by 15 inches, and will 
later employ small space reminder 
copy. If buyers are dissatisfied with 
M. J. B. Coffee, the purchase price 
is to be refunded. 

“Far better coffee with the 
‘Strength Essential’” is the story 
told in the new drive, which makes 
an appeal to housewives to buy 
coffee according to familiar stand- 
ards. 

“You know, in buying fabrics, how 
you look for a fast color whether the 
shade you want is pale, medium or 
dark,” copy states. You are seeking 
probably the same sort of thing 
in coffee—dependable full flavor 
whether you like coffee mild, me- 
dium, or strong. 

“When coffee lacks the ‘Strength 
Essential’ it is weak, or flat or bit- 
ter; and no matter how you make it, 
you can’t get uniform results. 

“The ‘Strength Essential’ makes 
the basic quality of coffee constant 
in the tin, and in the cup; and ac- 
cording to your method—drip, perco- 
lator or pot—it gives better flavor 


from smaller measurements, more 
cups per pound, and saves you 
money.” 


Too Many Telephone Calls 


For many years the company spon- 
sored the popular “M. J. B. Demi- 
tasse Review” radio program. More 
recently, in Minneapolis and St. Paul, 
M. J. B. sponsored a program, “The 
Audience Decides,” which is said to 
have drawn so many telephone calls 
from listeners that the telephone 
company was obliged to ask M. J. B. 
to discontinue the program. 

M. J. B. continues its use of out- 
door posters with a showing on 
boards west of the Mississippi, 
throughout the West and Mid-West. 
The posters carry out the “Strength 
Essential” theme. 

The campaign is being handled by 
the San Francisco office of Lord & 
Thomas. 


“‘Sales Tax”’ To 
Get Funds for 
Laundry Drive 


Houston, Tex., Oct. 3.—Plans for 
a cooperative advertising campaign 
which would use radio broadcasting, 
newspapers and outdoor posters, 
were discussed by officials of the 
Texas Laundryowners Association, 
and representatives of allied trades 
at a meeting held here last week. 


Plan Proposed to Raise Funds 


A unique plan for raising funds 
for such a campaign was offered, and 
in all probability will be adopted. 
Under this plan, the manufacturers 
and jobbers of laundry supplies 
would place a small tax, possibly 
five per cent, on all sales in Texas, 
collecting this tax and in turn pass- 
ing it over to the advertising com- 
mittee or agency in charge of the 
campaign. It is proposed to raise 
$25,000 as the first step towards 
the campaign. 

Members of the association's ad- 
vertising committee are: Dave Wal- 
lace, Waco; Elmer Burkhart, Jr., 
Houston; and Pat French, San An- 
tonio. A. J. Fittger, Ineeda Laundry, 
Houston, is President of the Texas 
Laundryowners Association. 

The campaign plan _ will be 
brought to the attention of the 
Laundryowners National Associa- 
tion, at its annual convention in 
Atlantic City in October. 
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SELF-RULE OF 
DRUG COPY IS 
CALLED SUCCESS 


White Sulphur Springs, W. Va., 
Oct. 3.—Self-regulation of advertis- 
ing in the package medicine field is 
an accomplished success, the Na- 
tional Wholesale Druggists’ Associa- 
tion was told here today by Edward 
H. Gardner, executive secretary of 
the advisory committee on advertis- 
ing of the Proprietary Association, 
composed of manufacturers of pack- 
aged drugs. 

When the committee began its 
work a year ago the experiment was 
hailed as the first effort on the part 
of any industry to control advertis- 
ing of its members. 

“The industry,” Mr. Gardner de- 
clared, “undertook this task with 
misgivings and doubts as to its out- 
come, but now every manufacturer 
familiar with the work, I believe, is 
convinced that self-regulation of ad- 
vertising is not only desirable but 
feasible, and that as long as there 
is one good advertiser whose interest 
might be in danger by inexact phras- 
ing or as long as there is one obscure 
illegitimate fly-by-night who deliber- 
ately makes false claims, the in- 
dustry must continue its efforts in 
this direction. 


Cooperation Needed 


“The job calls for the cooperative 
efforts of the advertisers, news- 
papers, magazines, radio stations, 
advertising agencies and the scien- 
tific consultants, all working in the 
belief that proprietaries have their 
legitimate place and that misleading 
statements, whether deliberate or un- 
intentional, injure the standing of 
the industry. It is up to all of these 
forces to help work out legitimate 
claims and reasonable language. If 
we all work together to earn greater 
public respect for our advertising, 
there will be less danger of an ad- 
verse public opinion and of a dimin- 
ished value in our advertising dollar. 

“An increasing number of press re- 
leases emanating from the Federal 
Trade Commission, and notices of 
judgment emanating from the Food 
and Drug Administration, show the 
course of official decisions,” he said. 

“Taken together,” Mr. Gardner 
continued, “they represent a rapidly 
growing guide-book for the adver- 
tiser as to what are considered rea- 
sonable claims. Our committee, in 
rendering counsel, takes these official] 
decisions into full consideration. 

“It is the deep conviction of the 
committee that the real force back 
of copy improvement is public opin- 
ion and that we all, as individual 
consumers and members of families, 
share in that public opinion. We 
should equally all work together to 
protect the advertiser against unfair 
and unreasonable criticism and at- 
tack, against depriving the adver- 
tiser of the right to make claims for 
his product that are in accordance 
with sound scientific epinion and 
with the reasonable enthusiasm 
which must be used in selling goods 
of any kind.” 


Adds Theaters 


Alexander Film Company, Colo- 
rado Springs, Colo., has recently 
added to the list of theaters in which 
it has exclusive rights to present ad- 
vertising films, the Maine and New 
Hampshire circuit of 24 theaters; the 
Middlesex circuit of six theaters, and 
the Wilmer and Vincent chain of 14 
Pennsylvania houses. 


Cottington to N. W. Ayer 


C. Halstead Cottington, for the 
past six and one-half years with 
Campbell-Ewald Company, Inc., in 
Detroit and New York, has rejoined 
N. W. Ayer & Son, Inc., as account 
executive at Philadelphia. 


White to Kastor 


Harry R. White, formerly produc- 
tion manager for Frederick & Mit- 
chell, Chicago, has taken the same 
post with H. W. Kastor & Sons Ad- 
vertising Company. He _ succeeds 
Norman Eckliff, resigned. 


Snider Packing Appoints 


Snider Packing Corporation, Roch- 
ester, N. Y., maker of Snider’s cat- 
sup and other canned food products, 
has appointed Stewart, Hanford & 
Frohman, Inc., Rochester, to handle 
its advertising. Radio and newspa- 
pers will be used. 


New Four A’s Member 


Tomowske Advertising Agency, 
Spokane, Wash., has been elected to 
membership in the American Asso- 
ciation of Advertising Agencies. 


George Banta Dies 


George Banta, founder and presi- 
dent of George Banta Publishing 
cama Menasha, Wis., died Sept. 
3. 


Brewer Gives 


Twelve Horses 
De Luxe Home 


(Picture on Page 35) 

Rochester, N. Y., Oct. 3.—The 
1935 advertising budget of the Gene- 
see Brewing Company differs con- 
siderably from budgets of other 
manufacturers, in that it provides 
for de luxe, new traveling quarters 
for 12 horses. 

The company recently placed in 
operation a brand-new, streamlined 
horse van, equipped with sound 
equipment. While on the road, this 
unit is the home of the Genesee 12- 


horse team, which travels to fairs 
and rodeos throughout the East and 
Middle West advertising 12 Horse 
ale. 

During performances, the 12 huge 
Belgian roans, specially trained and 
valued at more than $500 apiece, pa- 
rade and drill with their 20-foot, 
three-and-one-half-ton automobile 
trailer. 

Five of the 13 horses (an extra 
one is carried for a spare) can be 
comfortably handled at once in their 
new palatial horse car. Thus, it is 
most satisfactory to make three 
trips in moving the team, but this is 
no handicap, since the jumps are 
usually short and since little time 
is wasted in transit. 

Once the team has reached its 
destination, the trailer, which is la- 


beled “Genesee 12 Horse Ale,” serves 
as_a combination traveling public ad- 
dréss system and billboard. 

In street parades the unit pre- 
cedes the team, furnishing music in 
addition to comments about the his- 
tory and purpose of the horses. At 
the fair grounds the trailer circles 
the race track making announce- 
ments to the grandstand for the 
fair management as well as for the 
Genesee company. 

The trailer was built by Fruehauf 
Trailer Company, Detroit. 


Advertising Woman Dies 

Mrs. Florence M. Wright, 41, a 
member of the advertising staff of 
the New York American, died Sept. 
26 of injuries received in an automo- 
bile accident. 
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@ You can write a letter like this about 

YOUR Iowa sales. The Iowa State 
Fair Board, noting improved buying 

power in Iowa, voted to reach it by the 

only sure way—advertising in the Iowa 

Daily Press Association newspapers. 
They used a double appropriation in. 

these papers ONLY. The letter shows 

the results! 
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The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Oct. 7 


H. J. Heinz Company. New. 
tess Counsel,” featuring Josephine 
Gibson. Monday, Wednesday and 
Friday, 10 to 10:15 a. m., EST, over 
a coast to coast network of 51 CBS 
stations. Agency, Maxon, Inc., De- 
troit. 


“Hos- 


> oe 
Purity Bakeries Corporation, for 
Tastyee bread. New. “Omar the 
Mystic.” Monday through Friday, 
5:15 to 5:30 p. m., EST over Mu- 
tual stations WOR and CKLW with 
rebroadcast at 5:45 to 6 p. m. over 
WSAI. Originates at WOR. Agency, 
Hanff-Metzger, Inc. 
i a 
The Pepsodent Company. 
“Al Pearce and His Gang.” 


New. 
Monday, 


Wednesday and Friday, 5 to 5:30 
p. m., EST, over 27 stations of the 
NBC Red network, coast to coast. 
Originates at WEAF, New York. 
Agency, Lord & Thomas, Chicago. 


Oct. 9 


E. I. DuPont de Nemours & Co. 
New. “Cavalcade of America.” 
Wednesday, 8 to 8:30 p. m., EST, 
over 23 stations in the basic CBS 
group, seven in the coast group, and 
Denver, Salt Lake City, Dallas, Rich- 
mond, Nashville, Atlanta, Minneap- 
olis and New Orleans—a total of 38 
stations. Originates at WABC, New 
York. Agency, Batten, Barton, Dur- 
stine & Osborn, Inc., New York. 


Oct. 13 


The Maybelline Company. Change 
of time. “Penthouse Serenade.” Sun- 
day, 5 to 5:30 p. m., EST, over 28 
stations of the NBC Blue network. 
Originates at WMAQ, Chicago. Agen- 
cy, The Cramer-Krasselt Company, 
Milwaukee. 

vgv¥seeg? 


Standard Oil Company of Indiana. 
New. Jack Hylton’s orchestra and 
musical revue. Sunday, 9:30 to 
10:30, CST, over 19 stations of the 
Middle West CBS network. First 
program originates in London, sec- 
ond from the Normandie while mak- 
ing the Atlantic passage. Later pro- 


grams will originate at WBBM, Chi- 
cago. Agency, McCann-Erickson, 
Inc., Chicago. 


Midwest Dailies 
Admanagers Elect 


J. H. Jordan of the Duluth, Minn., 
Herald and News-Tribune was elected 
president of the Midwest Newspaper 
Advertising Managers’ Association 
at the semi-annual meeting held at 
Kansas City Sept. 29-30. 

Other new officers are: Joel B. 
Bixby, Muskogee Phoenix and Times- 
Democrat, vice-president; Luther 
Lau, Beaumont Enterprise and Jour- 
nal, secretary-treasurer. Frank B. 
Cunningham, Topeka Capital, is the 
retiring president. 


Texas House Passes 
Chain Store Tax Bill 


A graduated chain store tax bill 
has been passed in Texas which in- 
cludes every kind of chain business, 
wholesale and retail, with the excep- 
tion of lumber yards. 

The maximum tax is $750 for more 
than 50 stores. 


Hubbard in New Pest 


A. E. Hubbard, head of Hubbard 
Advertising, Fort Worth, Tex., has 
discontinued the agency to join the 
Advertising- Business Company, 
agency division of Marvin D. Evans 
Printing Company, Fort Worth, as 
account executive. 


Only 8 States. . 


RIGHT THERE, IS THE 
KEY SECTION OF THE FARM 
MARKETeee WELL COVER 
THAT FIELD INTENSIVELY 


Yet They 


SPEND “; OF AMERICA’S 


Here Is What This 
Concentrated Third 
of the Farm Income 


Is Being Spent for 


Automobiles 
These states own 30% of farm 


car sales gains 100% larger in 


these 
states than in sar 40, in 1935. 


Packaged Foods 


Spendable cash income per farm is 
enough to allow farmers to buy Be 4 
on quality rather than price now. 


Drugs—Cosmetics 


-% por es and drugs on 
farms, too. 

Stoves—Washing Machines 
Money to spend for these labor-saving 
devices now!—and these 8 states are 
the best rural market for volume and 
profit! 

Tires—Batteries 
Note percentage of f. owned 
in these 8 states. Here's 30% of the 
farm market—your biggest market. 
Gasoline—Motor Oil 
Here’s the biggest concentra- 
tion of farm motor cles! 
Regs—Linoleum 
A huge share in this fast- farm 
income is pens | it Si. 
ment. Sell these 
chandise! 


FARM INCOME 


Midwest Farm Paper Unit Now Gives Most 


Intensive Coverage of Richest Farm Market .. . 
Yet Costs ONLY '4 AS MUCH 


senger cars; aay of an trucks. ion epains of it—only one-sixth of the states 


and one-fifth of the farms, yet they have 
one-third of the Nation’s farm income to 


the farms in this richest area. 
coverage than even a full list of all 5 national 
farm papers can give. And a cost which is 
only one-half as much per farm as the cost 
of national farm pers. 

But coverage isn’t all that these 5 farm 
papers offer you! Ask your dealers what 
papers have the most influence with their 


[, OO eens 
Farm Papers 


90” FIRST 


IN FARM INFLUENCE! 


A survey of over 9,000 dealers, made by 
wholesalers, including druggists, grocers, 
and dealers in automobiles, harness, hard- 
ware and lumber showed that 90% of 
dealers find Midwest Farm Papers most 
influential with farm people. Give your 
dealers the support they ask for! 


farmer-customers. Wholesalers asked 9,464 
dealers 


in these states this 

farm paper has the most influence with farm- 
ers in your community?” 90% of those 
dealers immediately named their state’s Mid- 
west paper 

It is only natural that dealers should find 
this to be true—for these are the only farm 
papers in this area with real local interest, 
written from the field to give farmers imme- 
diate help on crop and marketing problems. 
No wonder their influence is so great; no 
wonder they are read from cover to cover! 

Find out now how little it costs to cover 
this richest farm market ae thoroughly. 
Write Se me the nearest gue Perm 
Paper offic 


uestion: ‘‘What 


MIDWEST FARM PAPER UNIT 


Wallaces’ fone 3 one lowa Homestead 


Farmer 


250 Park Ave., 
420 Lexington Ave., New York 


Prairie Farmer The Farmer 


Wisconsin Agriculturist And Farmer 

6 North Michigan Avenue, 

3-258 General Motors Bide. 
Detroit 


Chicago 
1548 Russ Bida. 
San Francisco 


TRAVELERS AND 
INDUSTRY SOUGHT 
BY NEW ENGLAND 


Boston, Mass., Oct. 2.—Entirely 
new efforts to promote both the in- 
dustrial and recreational develop- 
ment of New England began last 
week-end under direction of the New 
England Council, all-New England 
development organization, in the 
form of two separate and unique 
advertising campaigns. 


For the first time in the history 
of the council a nation-wide indus- 
trial development advertising cam- 
paign will be carried out, with the 
purpose of presenting the advan- 
tages of New England as a site for 
new industries and branch plants. 
This campaign, using magazines 
reaching major industrial exec- 
utives, will be privately financed by 
railroads, power companies, tele- 
phone companies and others. 


For the first time also, funds sup- 
plied jointly by the governments of 
each of the six New England states 
will be used in a campaign of ad- 
vertising and promotion for New 
England’s $400,000,000 recreational 
industry. Newspapers and other 
mediums will be used. 


The state-financed recreational ad- 
vertising campaign is designed to 
extend on a year-round basis the 
promotion work which the New 
England Council has done for New 
England, using privately subscribed 
funds each year since 1932. Collec- 
tion of the private funds to supple- 
ment the work of the state-financed 
campaign will continue, Dudley Har- 
mon, executive vice-president of the 
Council, stated. 


Campaign Is Started 


A full page in Business Week for 
Sept. 28 started off the industrial 
copy. The second advertisement in 
this series will be published in Oc- 
tober, and one will appear each 
month thereafter. 


Dominant space in magazine and 
resort pages of three New York 
newspapers on Sunday marked the 
start of the publicly-financed recre- 
ational campaign. This effort will 
be followed by smaller advertise- 
ments on ensuing Sundays in a 
three-week campaign devoted to 
selling New England as the ideal 
area for fall recreation. The glories 
of New England’s autumn foliage 
will be featured. 


The publicly-financed recreational 
campaign grows out of conferences 
called by the council last winter and 
attended by the six New England 
governors. The legislatures of four 
states subsequently appropriated 
funds for advertising under direc- 
tion of the council, while the other 
two states have their quotas avail- 
able through action of their gover- 
nors and executive councils. 


Griffin Agency Disbands 


Griffin Advertising, Inc., Cleveland, 
was liquidated last week. Future 
plans of Florence Griffin, head of the 
agency, have not been made known. 
H. W. Roth, art director, has opened 
a studio at 948 Engineers Bldg., and 
Natalie Bantun, production assistant, 
has joined the Ohio Farmers’ Coop- 
erative Milk Association as promo- 
tion manager. 


Cubbison Appoints 


Cubbison Cracker Company, Inc., 
Los Angeles, maker of Melba toast, 
Melbetts and other cookie and 
cracker products, has appointed the 
Los Angeles office of Emil Brisacher 
and staff to handle its advertising. 
Present plans include use of radio 
and car cards on the Pacific Coast. 


Hubbell Appointed 


Worthington Ball Company, Elyria, 
O., manufacturer of golf balls, has 
appointed Hubbell Advertising 
Agency, Inc., Cleveland, to handle its 
advertising. National magazines, 
business papers and direct mail will 
be used. 


Indianapolis 
Adman Serves 
Firm 50 Years 


Indianapolis, Ind., Sept. 26.—Hor- 
ace E. Ryan, advertising manager 
for L. S. Ayres & Co., Indianapolis 
department store, rounded out 50 
years of continuous employment 
with that store last week. 


Mr. Ryan started with the Ayres 
store as a junior clerk in the “cal- 
ico patch,” and then worked in vari- 
ous other departments. Equipped 
with a pencil and a piece of wrap- 
ping paper, he began to work out 
“ads” for the young store. The ad- 
vertising developed under his ad- 
ministration until the store achieved 
a nation-wide reputation for newsy 
copy and sensible sales promotion. 

In 1904 Mr. Ryan and Frank 
Chance, another widely-known In- 
dianapolis advertising man, together 
with several others, formed the 
Adscript Club, forerunner of to- 
day’s Advertising Club of Indianap- 
olis and one of the first advertis- 
ing clubs in the country. Mr. Ryan 
was elected president of the club 
in 1906. 

Mr. Ryan has also served as 
president of the National Retail 
Advertisers, as chairman of the ad- 
vertising group of the Retail Re. 
search Association, and of the re- 
tail division of the Associated Ad- 
vertising Clubs of the World. 


Harper Joins McCord 


Francis A. Harper, Jr., formerly 
with Ruthrauff & Ryan, Inc., Chi- 
cago, and for several years prior to 
that with Montgomery Ward & Co., 
has joined the staff of McCord Com- 
pany, Minneapolis. 


Death Takes Harrington 


Harry Franklin Harrington, dean 
of the Medill School of Journalism, 
Northwestern University, Chicago, 
died suddenly of a heart attack, 
Sept. 21. Prof. Harrington was one 
of the first and most widely known 
teachers of journalism in the coun- 
try. 


Grocers Begin Campaign 

Wilson W. Crook Advertising 
Agency, Dallas, Tex., is handling a 
campaign known as “The White 
Swan Parade,” for Waples-Platter 
Company, Fort Worth, wholesale 
grocers. Radio, newspapers and 
direct mail are being used. 


1000 watts Bow and 


(RCA ig Fidel 
Equi ie Fi w4 


PROGRAMS 
(Basic Red Network) 
Sponsors—as of October 1 


34 Network 
14 National 
41 Local 


PUBLICITY 
Daily in Tee Dayton Daily 
Springfield News & Sun 
we 


Io, Ye ton, Ohio; 
Office 


New Yor 
Wilbur Babcock, 
1526 Daily News 


Building 
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THRILLING MELLERDRAMER STARTS BELDEN DRIVE 


— SReegeane 
> ae. eae 


"Corditis" is the new disease for which the surgeons are probing 

here. It was invented by Belden Mfg. Company, Chicago, and its 

cure is the use of Belden unbreakable soft rubber electric cord plugs. 

This scene is from a three-act playlet which introduced the new dis- 

ease at a sales meeting last month, prior to releasing of copy in the 

trade press and national magazines. The Fensholt Company, Chi- 
cago, is the agency. 


DOLLAR BILLS 
DISTRIBUTED 10 
WRIGLEY USERS 


Chicago, Oct. 3.—Resuming a cam- 
paign which was successfully used 
several years ago, the Wm. Wrigley, 
Jr., Company is again giving away 
dollar bills in various cities to resi- 
dents who are approached by com- 
pany representatives and who qualify 
for the cash award by having a pack- 
age of Wrigley’s gum on their per- 
son. 


Arouses Much Interest 


The newspaper advertising of the 
offer has aroused so much interest 
that the company had to decline to 
pay dollar bills to citizens who volun- 
teered opinions about Wrigley’s gum, 
even though they displayed a pack- 
age as proof that they had tested one 
or more brands. 

“How do you like the new red tape 
opener?” is the standard question 
asked by the Wrigley missionaries. 
There are other variations, however, 
as indicated by Wrigley copy: 

“When one of the Wrigley repre- 
sentatives—either Mr. Spear, Miss 
Mint, or one of their assistants—ap- 
proaches you, give your opinion of 
Wrigley’s gum—which brand you 
prefer and why.” 


Use News Pictures 


News pictures showing the adven- 
tures of the Wrigley dollar bill crew 
feature the advertising. One shows 
“Miss Mint” being mobbed by stu- 
dents at a Buffalo school and saved 
only by a flying wedge formed by the 


4d 


CONSECUTIVE 
MONTHS ... 


Philadelphia’s department 
stores have placed more 
advertising in the Evening 
Ledger fer 44 consecutive 

» months than in any other 
evening newspaper. Since 
1982 the Evening Ledger 
has published a greater vol- 
ume of Total Display, Re- 
tail and Department Store 
advertising than any other 
Philadelphia newspaper, 
including those published 
seven days a week. 


PHILADELPHIA 


EVENING 
LEDGER 


local police. Another photograph was 
graced with this caption: 

“A Wrigley representative goes 
anywhere and everywhere as proved 
in Pittsburgh, where Miss Mint 
climbed to the top of the steel work 
on the Mellon Institute, to pass a 
dollar bill to a workman for his 
opinion of Wrigley’s.” 

The picture, like others used, 
were credited to the newspapers pro- 
viding them. The Pittsburgh Sun- 
Telegraph, Buffalo Evening News 
and Rochester Evening Journal are 
among the dailies mentioned. 

The dollar campaign is being 
placed by Klau-Van Pietersom-Dunlap 
Associates, Milwaukee. 


Poster Float 
Wins Cup at 
Water Frolic 


Madison, Wis., Oct. 3.—An outdoor 
poster float, advertising Kroger’s Hot- 
Dated Jewel and French Brand 
coffees, won first place for Kroger 
Stores’ branch office in Madison in 
the float contest held during the 
recent Wisconsin Venetian Water 
Frolic here. 

The novel float consisted of a 
full-size 24-sheet poster panel, 
mounted on a raft made of telephone 
poles. The float was bedecked with 
imitation grass and evergreens, to 
simulate an actual roadside scene, 
and was illuminated with eight auto 
headlights. 

The Kroger float “played” to an 
audience of 80,000 people, who lined 
the shore of Lake Mendota to watch 
the Water Frolic, an annual affair 
undertaken by all Central Wisconsin 
cities. 

A silver cup was awarded to the 
originators of the float, S. E. Conger, 
manager of the Kroger branch here, 
and his co-worker, W. R. Bober 
schmidt, advertising manager, for the 
most outstanding and original entry. 
The float was planned with the aid 
of Hinkson Advertising Company, 
Madison, whose name _ appeared 
above the poster panel. 

When the parade of floats began, 
the Kroger panel was completely 
posted. As the floats neared the 
grandstands for review, two Hink- 
son bill posters posted the panel 
with another identical Kroger poster, 
so that the audience might witness 
the posting process. 


Martin, Inc., Appointed 

Cline & Johnson, Inc., Port Huron, 
Mich., has appointed Martin, Inc., 
Detroit, for advertising its new prod- 
uct, C & J Brand Quick Serve beans 
Newspapers and radio will be used 
in metropolitan areas at first, with 
magazines following as distribution 
progresses. 


Van Nostrand, Jr., Named 

John J. Van Nostrand, Jr., has 
been appointed production manager 
of station KFRC, San Francisco. 


PACKER REPEATS 
1934 PLAN OF 
PREMIUM OFFER 


San Francisco, Cal., Oct. 2.—The 
California Conserving Company, 
packer of C-H-B condiments and 
vegetables, will repeat its 1934 offer 
of a premium, in the new fall cam- 
paign to be launched by the company 
in the near future. The premium 
procedure brought a sensational in- 
crease in sales last year. 

In return for eight C-H-B labels, 
the company will present the cus- 
tomer with a “Colonial party dish, 
created by Duncan.” 


Free Gift Offered 


Extensive business publication ad- 
vertising is being used to announce 
the “party dish” offer to the trade. 
This will be backed up by advertis- 
ing in 160 newspapers in 20 states 
west of the Mississippi. 

Last year, Emil Brisacher & Staff, 
the agency, devised a premium deal 
for the company, making an offer of 
six glasses in return for eight labels. 


The company desired to lift the sale 
of some of its less popular items to 
the same point as the more popular 
ones. 

The premium deal not only in- 
creased the number of unit sales of 
secondary items, but so increased 
the sales for all items in the line 
that distribution was substantially in- 
creased as well. 

Spokesmen for the company indi- 
cate that, granted like success in the 
1935 drive, national distribution otf 
C-H-B products may not be far dis- 
tant. 

Test New Theory 


In 1934, some doubt existed in the 
minds of company officials as to 
whether or not the buyer might send 
labels from only the more popular 
items in the line and continue to 
“pass up” the less popular items. 
Eight labels were required, there- 
fore, on the theory that if the house- 
wife wanted the free gift at all, she 
would want it sufficiently to buy 
eight items and get it immediately 
instead of buying one or two prod- 
ucts at a time and being ebliged to 
wait. 

The 1934 campaign resulted in the 
sale of 1,200,000 items, and distribu- 
tion of 165,000 sets of glasses. 

Each advertisement in the new 
drive will lay far greater stress on 
the offer of the dish than on the 


selling message for the products. A 
reproduction of the dish dominates 
each insertion. 

While California Conserving Com- 
pany has been a food packer for 85 
years, it has begun to assume na- 
tional prominence only in the past 
few years. 


Admanagers to Listen 


to Agency Executives 
Three agency executives will tell 
advertising managers what the 
agency expects of the client at a 
meeting of the Chicago Advertising 
Managers Club in the Hotel LaSalle 
Tuesday evening, Oct. 8, at 6:15. The 
meeting will be the first of the ad- 
vertising men’s organization which 
has been open to outsiders, and the 
first at which speakers have been 
heard, all previous programs having 
been of the clinic type. 
The men who will present the 
agencies’ viewpoint will be Z. L. Pot- 
ter, executive vice-president of Er- 
win, Wasey & Co.; Russell T. Gray, 
Russell T. Gray, Inc.; and E. S. 
Brandt, Brandt Advertising Com- 
pany. 


Names Byren-Weil-Weston 

Byren-Weil-Weston, Inc., Philadel- 
phia, has been appointed for adver- 
tising of the John Hohenadel Falls 
Brewery, Philadelphia. Newspapers 
and point-of-sale displays are being 


used, 


DOMINATES 


the Minneapolis market in 
circulation and advertisin 


LEADS IN CIRCULATION | 
LEADS IN ADVERTISING 


Minneapolis Tribun 
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McC-E Shifts Meermans, 
Appoints H. E. Peterson 


Clarence Meermans, account execu- 
tive of McCann-Erickson, Inc., has 
been transferred from the Cleveland 
office to the Chicago office of the 
agency. 

Harry E. Peterson, recently adver- 
tising manager of Russ Soda Foun- 
tain Company, Cleveland, and prior 
to that with White Motor Company, 
has joined McCann-Erickson, Cleve- 
land, as production manager. 


Plan British Radio Drive | 


Wireless Retailers’ Association, 
London, England, is formulating 
plans for a national campaign on 
radio products operating in coopera- 
tion with the Radio Manufacturers’ 
Association. 


Hold Radio Party 


The sixth annual International 
Radio Party will be held at Havana, 
Cuba, Dec. 9-11, according to Jack 
Rice, president of the International 
Radio Club, Miami, Fla. Several 
hundred prominent figures in Ameri- 
can radio will be guests of the city 
of Havana and the Cuban govern- 
ment. Prior to the Havana gather- 
ing, they will be entertained by the 
city of Miami and its chamber of 
commerce. 


Socony Changes Program 

Socony-Vacuum Oil Company has 
replaced its “Socony Sketchbook” 
program with a new musical revue 
series, “The lying Red Horse Tavern,” 
which began Oct. 4. The series will 
be heard over CBS every Friday 
from 8 to 8:30 p. m. EST. 


critical and close readership by 


Results 


* 

A Professional Journal Edited by a Practicing 
Architect Solely for Architects. (Not a Build- 
ing or Contractor Paper). , 


Architecture 


The Professional Journal for Architects; Charles Scribner's Sons, 
Publishers; creates good will; gives a manufacturer prestige; keeps 
his name before the leaders of the architectural profession; but that 


is not enough. ARCHITECTURE furnishes ‘tangible evidence of a 


Producing 


Tangible 


which a manufacturer's sales organization can turn into orders. We 
believe it to be the function of advertising to create good will; 
prestige; —but now ARCHITECTURE can give you actual in-hand, 
tangible results from every dollar expended. 


ARCHITECTURE 


The Professional Journal for 
Architects e e e e CHARLES 
SCRIBNER’S SONS, PUBLISHERS 


STOCK PHOTOS! 


We now have an entirely NEW 
file of UP-TO-DATE stock pho- 
tographs that will fit a thou- 
sand copy ideas. Let us know 
what subjects you want and 
we will send you a selection 
on our 10 day approval plan. 


SHIGETA- WRIGHT IN 
’ 154 EAST ERIE STREET 


-WRIGHT, INC. 


CHICAGO ° PHONE SUP. 6064 


Getting Personal 


Russell Van Gunten, space buyer for Lord & Thomas, will have to 
do some selling now. He has just been appointed chairman of the 
advertising division for the 1935 Community Fund campaign in Chi- 
cago .. . Patricia Gordon, president of Princess Pat, Ltd., lends a 
hand to aspiring young advertisng men at least once a year. She has 
just delivered her tenth annual lecture to students in Northwestern 
University’s school of advertising. The scene was NBC’s studios and 
the time just after the Princess Pat broadcast, which the youngsters 
witnessed ... 


Charles C. Green, of the old Carroll Dean Murphy agency, arose at 
4 p. m. Oct. 1 to stand in line at the Cubs’ ball park for world series 
tickets, but his heroism was in vain. The supply was exhausted at 
11 o’clock. So was Charley... 


K. A. Frederick, of Frederick & Mitchell, is going to enjoy a nice 
vacation before returning to the advertising business. With Mrs. Fred- 
erick, he has just sailed for Europe ... Leo Burnett can boast, he 
most modernistic reception room of any Chicago agency. He “has 
installed chairs which match the color of the new Yellow cabs. They’re 
fine unless you are suffering from a hangover ... Thurlow Brewer, 
western manager for The New Yorker has just moved into a big Evan- 
ston house, where he can raise lots of flowers... 


Among the New York advertising people who fished and cracked 
jokes while the Rotterdam teetered on the reef were H. A. Goodwin, 
of Seagrams, and Mrs. Goodwin; Hazel Stern and Dorothy Winsor, of 
McCann-Erickson; and Florence Harrington, of WLWL... 


Norman Chandler, of the Los Angeles Times, finds relaxation when 
in New York covering the Broadway beat with the columnists. When 
he and his gang met up with “G-Man” Hoover in a 52nd street spot 
the other eve, he told the famous sleuth that, while his paper is 
now anti-administration, he would always support the Department of 
Justice against the Republicans .. . 


Everett A. Holman, of Associated Newspaper Color, San Fran- 
cisco, was in Chicago recently. Mr. Holman is making a swing through 
the Eastern advertising centers in behalf of the Coast group. . . 


Life has taken on a new meaning for Ross Miller Turner, of McAr- 
thur Indoor Advertising Company, now that Lola Margaret Lee, of 
Jamaica, has acquiesced. The date for the wedding has not been 
O06 ous 


Ethel Flynn, who has helped to make the Association of National 
Advertisers one big happy family, has found R. C. Littell, New York 
sales consultant, irresistible. Following their marriage a few days 
ago, they established a base in a Lexington Avenue hotel while shop- 
ping for an apartment... 


Schuyler Blaine Patterson, who handles publicity and advertising 
matters for the Brewers Board of Trade, pauses to pinch himself now 
and then. He can hardly realize he was married last week to Helen 
Koutzky, the dancer... 


George Schlegel 3d, of Schlegel Lithographing Corporation, is 
engaged to Lavinia Lowry Beecroft, grand-daughter of the late J. R. 
Beecroft, v. p. of Century Publishing Company. Miss Beecroft attended 
Pine Manor and the Fenelon School in Paris... 


Maurice L. Crowther, of Household Magazine, is this season’s golf- 
ing sensation around Westchester. He used to play in Oklahoma, but 
hadn’t picked up a club for years until this year. Now he is playing 
on the brink of the 80’s, much to the envy of fellow Capperites .. . 


Carroll Merritt’s daughter, Susan Elizabeth, found it unnecessary 
to go outside the advertising business for a choice of prince charmings. 
She was married last week to John Willard Holman, of the Diamond 
Match Company. His father is v. p. of the match firm... 


Victor F. Ridder, co-publisher with his brother of a string of news- 
papers in the metropolis and westward, has been named Works Prog: 
ress Administrator for New York City. This is by no means the first 
time, however, that the Roosevelt administration has* called on him 
to lend a hand... 


A big crowd of the city’s notables attended the dinner at the Plaza 
Sept. 26 to celebrate John R. Hearst’s birthday .. . 


John Murray Gibbon, of the Canadian Pacific, dean of Canadian 
advertising men, is in the literary spotlight again with a romantic 
history of the road, “Steel of Empire.” While not intended for an 
advertising textbook, it will be used for one because it shows how much 
an advertising man can learn about his organization and what he can 
do with the knowledge ... 

Ed Swasey, of whom W. R. Hearst has said that he could find 
only one fault, that being he wasn’t twins, rushed from the West Coast 
to attend the Louis-Baer fight with Art Kudner. Another who wouldn’t 
let distance keep him from the fistic opera was Amon Carter, Texas 
publisher... 

One of the largest advertising delegations to the fight was led by 
G. Lynn Sumner, who had all the men of his organization as his 
guests. The evening of celebration, begun with a dinner at the Adver- 
tising Club, marked the tenth anniversary of his agency... 

The WBBM family has been enlarged, with the recent arrival of 
a son for J. Kelly Smith, sales manager, and Mrs. Smith. . . Walter A. 
Haise, a. e. of Hoffman & York, Milwaukee, is, a new member of the 
faculty of Marquette University’s night school... 

The ordinary job of running an agency will probably look simple 
to Albert Lasker when he winds up his task of judging the prize con- 
test for new rubbish container designs now being carried on by the 
Chicago Park Commission. . . 

“$595 F. O. B.” is the title of the lead yarn in the September issue 
of Story. It was written by George H. Corey, L & T staff member, 
whose autobiographical note, in the same issue, sounds something 
like a combination Burton Holmes travelogue and eight volumes of 
adventure stories. . . 

The interior of Haiti is currently supplying thrills for Albert E. 
Greenfield, a. m. of the Original Julius Marcus Laboratories. He’ll 
be back at his desk the middle of the month... Arthur Kudner’s 
formal announcement of his “organization of working advertising men” 
lists 14 clients and an “initial personnel” of 117... 

The American Machinist golf championship was decided at the 
machine tool show in Cleveland, when Ray Deen, of the Chicago office, 
defeated Walter McFadden, of Cincinnati, at the Acacia club with a 
sparkling 75. . . Charlie Younggreen is naturally proud of the fact that 
the enlarged offices of Reincke-Ellis-Younggreen & Finn will be par- 
tially air-conditioned. . . 

Stuart List, well-known Hearst executive, was transferred by this 
column September 30 to the Scripps-Howard organization without con- 
sulting any of the parties interested. He is the new advertising di- 
rector of the Pittsburgh Sun-Telegraph. .. 


3- State Study 
Shows Gain in 
Retail Trade 


Washington, D. C., Oct. 3.— Inde- 
pendent stores in major lines of re- 
tail trade in Illinois, Indiana and 
Wisconsin made large gains in dollar 
volume of sales during August, as 
compared with the same month of 
1934, the Bureau of Foreign and Do- 
mestic Commerce reports. 


Bureau Makes Survey 


Following the Business Advisory 
Council’s request for more adequate 
statistical information on marketing 
conditions, the Bureau undertook the 
survey, and has just released the 
first of a monthly series of reports. 
The states of New Mexico, Texas 
and Oklahoma will be included in 
the next report. 

August sales of independent stores 
in major lines of retail trade were 
up 12 per cent in Illinois, 22 per 
cent in Indiana, and 19 per cent in 
Wisconsin, over the same month a 
year ago. 


Majority Showed Gains 


These percentages were based on 
dollar volume of sales reports made 
to the Bureau’ district office in Chi- 
cago by 560 retailers in Illinois, 305 
in Indiana, and 385 in Wisconsin. 
Approximately 70 per cent of the 
1,250 firms reporting showed in- 
crease over a year ago in August 
sales. The majority of firms also 
reported gains in sales from July to 
August of this year. 


W 


CLEVELAND 


How Many Cities 
in a City? 
Do you think of Cleveland 
as one city? Actually it is 
only the center of a great 
metropolitan district. Within a 
radius of 30 miles are 13 
cities and 105 villages, all of 


which make up THE CLEVE- 
LAND MARKET. 


Unless your broadcast is 
heard in these 118 communities 
you are not covering this 
market. And there’s no rea- 
son for accepting less coverage 
when you can use WHE at no 
more cost than for a less pow- 
erful station. 


WHE is the station that 
brings the parade of Columbia 
network stars to these 118 com- 
munities. It is on the air with 
2500 watts daytime and 1000 
watts nighttime, transmitting 
through one of the nation’s 
finest gineering i 
Fall time is selling rapidly but 
desirable periods are _ sitill 
available. Our Merchandising 
department or any Free & 
Sleininger office will furnish 
details by return mail or wire. 


W HK, Cleveland 


Radio Air Service Corporation 
1311 Terminal Tower 
Cleveland, Ohio 
H. K. CARPENTER, Gen. Mgr. 
C. A. McLAUGHLIN, Sales Mgr. 


Represented Nationally by 
FREE & SLEININGER 


tellet. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Bivd., Chicago 
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New Subscription Order. — Please die 


ADVERTISING AGE, The National Newspaper of Advertising, 
every week—enter my subscription as indicated below: 


Name ........ , ...- Title. 


Company st 


Address ..... 


Ges ks 4, a . .State.. 


0 One year $1.00 ‘0 Send invoice 
0 Special cash offer—Three years $2.00 O Remittance enclosed 


Canadian and foreign subscription, $3.60 per year 
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ADVERTISING AGE 


REGULATION FOR 
TRADE PRACTICES 
GIVEN STIMULUS 


Washington, D. C., Oct. 3.—Pres- 
ident Roosevelt has given the Fed- 
eral Trade Commission the authority 
to conduct a voluntary industrial 
code program. 

The White House authorized the 
FTC to negotiate trade practice pro- 
visions, but emphasized that such 
agreements could not be exempted 
from anti-trust laws as was the case 
under the NRA codes. 

At the same time the FTC has 
made public trade practice rules for 
the wholesale tobacco industry 
which have been approved and which 
have become binding. A conference 
of the industry was held July 19, up- 
on call of the National Association 
of Tobacco Distributors. 

These trade practice rules, now 
sanctioned, are in two groups. Rules 
in the first group cover unfair trade 
practices considered to be unfair 
methods of competition within the 
meaning of the Federal Trade Com- 
mission Act. When unfair trade 
practices come to the attention of 
the FTC, appropriate proceedings 
will be taken, it is stated. 

Rules in the second group apply 
to trade practices which do not 
per se constitute violations of the 
law, but which the industry consid- 
ers unethical, uneconomical or other- 
wise objectionable. Such rules are 
received by the Commission as an 
expression of the industry, and vio- 
iations are not necessarily punish- 
able under the law. Where, how- 
ever, such practices are resorted to 
in such a manner as to become un- 
fair methods of competition in com- 
merce, appropriate proceedings will 
be instituted by the FTC. 

The President’s instructions to the 
FTC, are as follows, in part: 

1. All proposed agreements for 
voluntary industrial cooperation sub- 
mitted shall be filed at the office of 
the Federal Trade Commission. La- 
bor provisions are to be separated 
from fair trade practice provisions. 

2. Labor provisions shall have 
the cooperation of a Labor Advisory 
Unit. 

3. The NRA, in passing along the 
agreements to the FTC, shall indi- 
cate its decision after hearings. 

4. After approval by the FTC 
and the President, such provisions 
shall be binding. 

5. The FTC shall keep physical 
custody of completed voluntary 
agreements. 


Approves Wisconsin Bill 


The Groves bill providing for an 
annual appropriation of $50,000 to 
advertise Wisconsin and its dairy 
products by conducting educational 
campaigns nationally was approved 
Sept. 27 by Governor LaFollette. 


Who Said There 
Was nothing 


N E W 
Advertising? 
SEE 


for 
Yourself! 
Write for 
a copy of 


MODERN AGRICULTURE 


Waterloo, la. 


Over 500,000 circulation in Iowa, Ill., Wis. and 
Minn. PROOF;—Mount Morris, Ill. Postmaster, 


AGRICULTU RE 


mailing receipts. 

Proof of Results to advertisers. 
“Results very good from last issue, reserve space 
fal card and page in DAIRY SHOW ISSUE, copy 
‘ollows.’ 
“*Modern ‘yt sold building a for 2 
for 7. a cost. When does the next issue 
to pres 
“Modern Agriculture has quadrupled our business od 
the four states you cover. Inquiries came in a‘ 
rate of 500 per day for first ten days and. still 
pulling.” srtetaal copies on Lad a. our office. 

Chicago Office, Rand 


New York Office, Vanderbitt 4661 
Wire or write for full details of this new 


MODERN method of advertising that leads 
to sales. 


MODERN AGRICULTURE 


Waterloo, lowa. 


Sells Real Estate Series 


A series of five newspaper adver- 
tisements, designed to stimulate the 
purchase of real estate and to pro- 
mote building activity, has been pre 
pared by Dillard Jacobs Agency, Inc., 
Atlanta, Ga., for use by publishers, 
either for their own sponsorship, or 
sponsorship by real estate boards, 
trust companies, and others. Mats 
are available. 


Yankee Network Honored 


Frederick W. Mansfield, mayor of 
Boston, officiated, Sept. 30, at a cere- 
mony designating radio stations 
WNAC and WAAB, key stations of 
the Yankee network, as the official 
radio stations of the city. A plaque 
bearing the device of the City of Bos- 
ton was placed at the entrance of the 
Yankee network headquarters. 


Ball Player’s 
Wife Has Place 
Inthe San, Too 


Detroit, Mich. Oct. 2.—While 
Chesterfield cigarettes repeated their 
much talked-of copy congratulating 
Mickey Cochrane, the manager of 
Detroit’s pennant-winning Tigers, 
The Continental Baking Company, 
Detroit, maker of Wonder Bread, 
stepped into the baseball promo- 
tional picture of the series opening 
day with a pictorial smash head- 
lined: 

“Let Mrs. Billy Rogell, wife of 
Tigers’ famous shortstop, tell you 


what Wonder Bread does 
boy.” 

Having satisfactorily captured 
feminine attention with this line ap- 
pealing to maternal instincts, the 
copy then quotes Mrs. Rogell as say- 
ing: - 

“When Billy, Jr., comes home from 
school, tired and hungry, I make 
him two sandwiches with Wonder 
Bread. It always gives him a quick 
pick-up in energy and it’s so easy to 
digest that it never spoils his ap- 
petite for dinner.” 

Mrs. Rogell’s picture, posed with 
her son, is prominently displayed. 

Copy offers a guarantee of money 
doubled and returned if a loaf of 
Wonder Bread does not fulfill every 
promise made for it. 

Meanwhile, in Chicago, R. J. Rey- 
nolds ran full pages in newspapers 


for her 


29 
telling how many Cubs smoke 
Camels. Copy was almost identical 


with that used in Detroit, which was 
reproduced in the Sept. 30 issue of 
ADVERTISING AGE. 


“Cotton Grower” Appoints 


American Cotton Grower, New Or- 
leans, has named the following as 
special representatives: John H. Con- 
way, New York; J. C. Billingslea 
Company, Chicago; Dillon & Kirk, 
Kansas City, Mo.; and Roy H. Park, 
Raleigh, N. C. 


Raymer Is WPRO Agent 


Sales offices of Paul H. Raymer 
Company in New York, Chicago and 
San Francisco in the future will 
handle all national sales for WPRO, 
Providence station of Cherry & Webb 
Broadcasting Company. 


“The 


you start? 


he, 


cAnnOUNCINE 


PILLBOX STRAIGHT 


ENTLEMEN, here is a revo- 
lutionary new automotive 
marvel—streamlined naturally, 
like a tree! It’s colossal! It’s the 
works! It’s got everything PLUS.”’ 
If it’s so good, how are you going 
to get people to buy it? How do 


Ask a sound advertising man. 
He’ll probably say, “First, adver- 
tise it consistently in The New 
Yorker. A national weekly,” 
“with a selective circulation of 
more than 126,000!” 

But why go after 126,000 when 
there are more than 126,000,000 
people in the U.S.? 

Because if you sell these partic- 
ular 126,000 you will sell the others. 


says 


They are the ones who set the 
styles and start the trends. They 
are the people that other people copy. 

Many of them live in New York. 


More of them live in 


cities. But all of them are keen to 

buy new things—when they are 

good. Keen to be first and buy first. 
And they usually are first to buy 

not only new cars, but new refrig- 

erators, soups, sheets, socks, silks. 
What have you to sell? 


NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


Annual Automobile Issue—November 2nd 
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Scott & Bowne 
Offer Puppies 
In New Contest 


New York, Oct. 4.—‘“The one ab- 
solutely unselfish friend that man 
can have in this selfish world, the 
one that never deserts him, the one 
that never proves ungrateful or 
treacherous, is his dog.” Quoting 
Senator George Graham Vest, Scott 
& Bowne, makers of Scott’s Emul- 
sion, thus launched their current 
contest fcaturing, as prizes, 150 ex- 
amples of “man’s best friend.” 

The contest is featured on a radio 
program, “Week End News Review,” 
over the Blue network of the Na- 
tional Broadcasting Company Sat- 
urday and Sunday evenings. Spe- 
cially prepared store displays are 
also used. 

“When the prize must appeal to 
the whole family, get the children’s 
interest primarily but also have a 
strong appeal to adults, the selection 
is a problem,” say company execu- 
tives about their choice of prize ma- 
terial. “Scott & Bowne believe they 
found the correct answer, when 
after much study they decided on 
prizes of pedigreed Scottie puppies.” 

The dogs will be supplied by the 


famous Mine Brook Kennels, Far 
Hills, N. J. Each will be eligible for 
registration in the American Ken- 
nel Association. 

Drug store clerks have an equal 
opportunity to win a Scottie, if they 
write their names on the top of each 
earton sold. Each entry is immedi- 
ately acknowledged by letter and 
contestants receive a 6x9-inch card 
bearing a reprint of the famous 
“Tribute to the Dog,” from which 
the first paragraph is taken, beneath 
a picture of a Scottie pup. 


Carborundum 
Begins Tenth 
Year on Air 


Niagara Falls, N. Y., Oct. 4— 
When the fall and winter program 
series of the Carborundum Company 
opens on Oct. 19, the company will 
embark upon its tenth successive 
year on the air. 

Broadcasts will be made over 18 
stations of the Columbia network 
from 7:30 to 8 p. m., EST, every 
Saturday, in the same form and with 
the same personnel employed for the 
entire life of the series. 

As in the past, programs will fea- 
ture band selections played by the 


Carborundum Band under the direc- 
tion of Edward d’Anna. Francis 
Bowman, advertising manager of the 
company, will continue to act as nar- 
rator of legends of the Iroquois In- 
dians. Mr. Bowman will also make 
commercial announcements. Re- 
sponses to the program reached an 
aggregate of more than a half mil- 
lion last season. 

The account is handled by Batten, 
Barton, Durstine & Osborn, Inc. 


to Be Tried Oct. 28 


The Alabama Journal's case against 
six Alabama newspapers charging 
violation of the Sherman anti-trust 
law has been set for trial Oct. 28 in 
U. S. District Court, Montgomery. 

The Journal in its suit for $50,000 
damages charged that Birmingham 
News, Birmingham Age-Herald, Mo- 
bile Press, Mobile Register, Montgom- 
ery Advertiser and Huntsville Times 
had joined in an effort to control na- 
tional advertising by offering group 
rates. 


Lincoln Life Begins Copy 


Lincoln National Life Insurance 
Company, Fort Wayne, Ind., has 
scheduled a fall campaign to appear 
in 52 key city newspapers and bill- 
boards throughout the country. The 
Detroit office of Maxon, Inc., is in 


charge. 


Both Barrels 


for the BIG ONE 


Wou can’t shoot the whole flock. Pick the big one and 
let him have both barrels—one after the other. In your 
radio advertising a coast-to-coast salvo may wing a lot 
of birds; but the big one (New York-Philadelphia metro- 
politan area—a 5 billion dollar market) is worth another 
crack. Supplement your national effort with a spot 
broadcast where sales are biggest. 


HOLIDAY ITEMS 
a 


Some of the double-use packages 
for Paris garters, belts and suspen- 
ders which A. Stein & Co. will 
place in dealers’ hands shortly. 


PACIFIC COAST 
BAKERY EMPLOYS 
TEASER APPEAL 


San Francisco, Cal., Oct. 3.—A 
striking teaser campaign for Lan- 
gendorf bread, featuring the phrase 
“12-Point Goodness” on  24-sheet 
posters, has marked the return of 
Langendorff United Bakeries, Inc., 
San Francisco, to the ranks of heavy 
advertisers. 

Under direction of McCann-Erick- 
son, Inc., Langendorf first released 
a series of poster showings display- 
ing a large star carrying the slogan, 
and no other message. A week later 
two overlays added the phrase, 
“judged ‘America’s Finest.’” The 
following week the identifying brand 
name was added with four more over- 
lays, “Langendorf bread.” 
Coincidental with this release, 
Rush Hughes, well-known Coast radio 
specialist, tied in a series of pro- 
grams called the ‘“Langendorf Pic- 
torial” with the new campaign 
theme. 

The broadcasts consist of a series 
of daily descriptions of such dra- 
matic events as the launching of the 
Normandie, a re-dramatization of the 
last Kentucky derby, and the S.S. 
Dixie mishap, all recounted as 
though by an eye-witness. The pro- 
grams are heard over KPO, San 
Francisco, KFI, Los Angeles, and 
KOMO, Seattle. 

The largest newspaper campaign 
for bread on the Pacific Coast rounds 
out the drive, with large space ad- 
vertisements in California, Oregon 
and Washington carrying the ‘12- 
Point Goodness” message. 

The advertisements list the twelve 
qualities “perfect” bread must have 
as freshness, taste, grain, texture, 


crust, aroma, keeping qualities, color 
of crumb, toasting qualities, thoro- 
baked, uniformity, and wrap and 
seal. 


Subsidiaries Also Start 


Fall campaigns have also been 
launched by Old Homestead Bakery 
and the California Baking Company, 
both subsidiaries of Langendorf 
United Bakeries, Inc. Their adver- 
tising is handled by Leon Livingston 
Advertising Agency. 

The California Baking Company, 
alternating large and small space in 
Bay area newspapers, features proof 
of its claim that California Spun 
Slices “stay fresh longer.” 

Copy cites tests made by an ana- 
lytical chemist, of two loaves of 
bread made from the same ingredi- 
ents used in California Spun Slices. 
One was prepared by the Spun proc- 
ess, the other was not. An accel- 
erated test of loss of moisture was 
made, and the two loaves were then 
weighed on delicate scales. The 
Spun bread remained 19.24 per cent 
fresher. 

The newspaper advertisements in- 
vite the consumer to make the test 
at home, by exposing two slices of 
bread, one Spun, the other a com- 
petitor, to the air and by comparing 
their freshness. The campaign also 
makes use of street car and outdoor 
advertising. 

Old Homestead advertising in 
newspapers features a new product 
character, Bess Bye. Under such 
captions as “Who goes marketing 
before dawn?” Bess Bye is intro- 
duced to housewives as a young lady 
who rises at dawn and goes down 
to the wholesale markets to scout 
for food bargains for the coming 
day. 

The results of these trips are 
broadcast over KFRC, and include 
timely tips on fruits and vegetables. 


Connects with Dawson 


George F. McGarrett, for seven 
years with the production and com- 
mercial program staff of Columbia 
Broadcasting System, has joined 
Nick Dawson Radio Productions, 19 
E. 47th St., New York, to produce 
and direct radio programs and act as 
consultant for advertising agencies. 


Make “Union” Cosmetics 


Brisbane barbering supplies and 
Artisan cosmetic items are new prod- 
ucts being manufactured by Ameri- 
can Chemical & Manufacturing, Inc., 
Indianapolis, Ind., said to be the first 
company in the industry to use the 
union label on its products. 


Bernard Promoted 


Donald M. Bernard, who joined the 
Washington Post as advertising di- 
rector several months ago, coming 
from the Nashville Banner, has been 
named business manager of the 
Washington paper, succeeding Eu- 
gene McLean. 


Ware Names K. H. P. 


Ware Valley Mfg. Company, Ware, 
Mass., making Otis under- and outer- 
wear, has appointed Kimball, Hub- 
bard & Powel, Inc., New York. Mor- 
gan Reichner is the executive.’ 


That Grin of Satisfaction! 


Late one night last week, 
beaming upon a long memorandum held at arm length. 
It was a list of dealers to whom a rush shipment of mats 
had just been made. The customer had frankly doubted 
our ability to make the grade, because it was a Rush job 
with a real upper case “R”. Hence the super’s grin. 
That’s just the way P. & A. men feel about your order, 
too. On time—of right quality—and they’re 


happy. You can prove it. 


we saw our Superintendent 
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The rates for this department are as follows: 


“Help Wanted” and “Situations 


charge 


Wanted,” 30 cents a line, minimum 


$1. 

All other ingaldentions (single insertion rates): % inch, §?. 75; 1 to 3 in., 
per in., $4.75; o 6 in., per In., $4.50; 7 to 9 in., per in. $4.25; 10 to 12 in 
per in., $4. 00; ty to 15 in., per in., $3.75. Write for discounts on term 
contracts. 

PHOTO-OFFSET POSITIONS WANTED 


SAVE TYPESETTING and ENGRAV- 
ING COSTS by Photo-Offset. Most 
Economical Printing Process. 
Reproductions of sales letters, price 
lists, bulletins, pamphlets, illustrated 
advertising literature, diagrams, etc. 
600 copies $2. 50—Additional hun- 
dreds 20c. Samples on request. 


LAUREL PROCESS, 480 Canal St., N.Y. 


HELP WANTED 


— 
SALES EXECUTIVE—National known 
organization, located in Middle West 
selling to retail outlets, is seeking 
Assistant Sales Manager. We are 
looking for a young man—in his early 
thirties—who is ready for greater 
responsibilities and opportunities. 
The man we desire has analytical 
mind, good judgment, and is patient 
with details. He also possesses good 
selling sense and has the ability to 
handle salesmen. Preferably he is a 
university graduate who has had ex- 
perience in sales executive work. 
Give outline of your background, in 
detail, state the salary expected. All 
replies will be held confidential. Box 
637 ADVERTISING AGE, Chicago. 


Secretary, college graduate, seeks in- 
telligent employer who appreciates 
ability, imagination, complemented by 
several years experience in advertis- 
ing, publishing. Experienced for es- 
tablished business; also interested ar-- 
prenticeship new concern. Box 638, 
ADVERTISING AGE, New York. 


MULTIGRAPHING— 
MIMEOGRAPHING 


Small orders or large at rea- 
sonable rates. ‘Addressing 2 and mail- 
ing. Rush orders delivered promptly. 
Careful, accurate work. Rugere, Room 
1136, 55 W. 42nd St., New York. 
PEnnsylvania 6-5970. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Medlin Studios Open 


With William J. Medlin as presi- 
dent and Leon Friedman as vice- 
president and treasurer, Medlin 
Studios, Inc., has been formed at 551 
Fifth Ave., New York, to render a 
creative and merchandising art serv- 
ice. 


Adtax for Texas 
The Texas senate has passed a bill 
authorizing the city of El Paso to 
levy a tax for advertising purposes. 
Approval by the house is considered 
probable. 


“Household” Runs Contest 


Household Magazine, Topeka, Kas., 
is conducting a window contest open 
to every wholesale and retail drug- 
gist in the country located in towns 
of less than 10,000 population. The 
contest, which began Oct. 1, and will 
continue through October, offers 34 
cash prizes, first prize being $300. 


Star to McC-E 
The Star Baking Company, Cleve- 
land, a unit of the Hall Baking Com- 
pany, has appointed the Cleveland 
office of McCann-Erickson, Inc. 


ARTHUR 


K 


DETROIT 
New Center Building 
Madison 5315 


an organization 


of working advertising men 


eAnnounces 


its establishment and the opening of its offices 


in the International Building 


Rockefeller (enter 
New York 


Telephone CIrcle 6-3200 


UDNER Inc. 


WASHINGTON 
Albee Building 
National 5506 


ALL-YEAR CLUB 
LAUNCHES FALL 
TOURIST DRIVE 


Los Angeles, Cal., Oct. 3.—The All- 
Year Club of Southern California, a 
pioneer in community advertising, 
will release its fall magazine cam- 
paign this month, using copy tech- 
niques which have proved their 
worth in previous campaigns, with 
new slants. 

The list includes Atlantic Monthly, 
Collier’s, Cosmopolitan, Harper’s 
Magazine, Literary Digest, National 
Geographic, New Yorker, Review of 
Reviews, Saturday Evening Post, 
Time, Town and Country, and Vanity 
Fair. 

This campaign, which is directed 
at prospective winter visitors, will 
be followed by a campaign in the 
same magazines, plus Grade Teacher 
and The Instructor, aimed at sum- 
mer vacationists, and by a newspaper 
campaign in some 25 metropolitan 
centers. 

While the basic story—variety of 
attractions, change, reasonable cost, 
and accessibility—is the same in all 
the advertisements, a number of dif 
ferent techniques have been used in 
its presentation. 

“Selection of these techniques was 
based on exhaustive analysis of past 
results as well as study of current 
trends in the popularity of various 
newspaper and magazine editorial 
features,” Wm. J. Pringle, Jr., ac- 
count executive in charge for Lord & 
Thomas, Los Angeles, the All-Year 
Club’s agency, told ADVERTISING AGE. 

“One result of this policy,” Mr. 
Pringle said, “has been a steady in- 
crease in response per dollar spent 
in All-Year Club advertising. This 
pioneer campaign is still the largest 
and is generally regarded as the most 
successful of community advertising 
campaigns.” 


Continues Use of Map 


The fall campaign presents a “Fun 
Map” of Southern California, show- 
ing the many types of recreation to 
be found in the area, and a scenery 
map, headed, “Visit Southern Cali- 
fornia and ‘See the World,’” both 
maps being adaptations of previous 
All-Year Club copy. Other advertis- 
ing will tell “More curious facts 
about Southern California.” 

All of the copy will be dominated 
by photographs. One advertisement 
will advise the traveler to “look for 
these seven things when considering 
a winter trip.” The seven points to 
be considered, pictures and text point 
out, are seashore, mountains, gaiety, 
foreign atmosphere, sports, desert, 
and economy. 

Recent visitors from many parts 
of the world will tell their opinions 
of Southern California, in one in- 


sertion. In other copy, the All-Year 
Club quotes “from her vacation 
diary.” A “candid cameraman” also 


explores Southern California. 

“Southern California Confesses! 
This vacation lacks some things,” is 
the startling headline to be used for 
one advertisement, while another one 
will be captioned, “Pardon Us for 
Mentioning Southern California 
again, but this is different.” Both 
will drive home the idea that South- 
ern California is “not bigger, or bet- 
ter,” than other vacationlands, but 
“just different.” 

Vacation cost bookiets will again 
be offered. Copy will advise also job- 
seekers to remain at home, to avoid 
disappointment, 

Ross Welch is chairman of the All- 
Year Club’s advertising committee, 
and Don Thomas, managing director. 


McDonald Wins Trophy 


W. J. McDonald, Boston representa- 
tive of Time, won a leg on the Adver- 
tising Bowl at the annual golf tour- 
nament of New England advertising 
men held Sept. 27. The Lantern Club, 
Advertising Club of Boston, Crosscup 
Pishon Post and the New England 
Council of the American Association 
of Advertising Agencies are annual 


sponsors of the tournament. 


FTC to Probe 
Farm Income, 


Cost of Food 


Washington, D. C., Oct. 3.—Por- 
tending a probable collision with the 
Agricultural Adjustment Administra- 
tion, the Federal Trade Commission 
has announced that it will begin a 
sweeping investigation of food costs 
and farm income. 

In the wake of the AAA’s review 
of the corn-hog program, which, ac- 
cording to consumer interests, dis- 
closed unnecessarily high prices to 
the public, the Commission dis- 
patched investigators to Detroit to 
establish a base for an inquiry which 
will include most of the large cities 
and some “typical” farms. 

The announced purpose of the 
study, ordered by Senate Resolution 
No. 9, frequently referred to as the 
Wheeler Resolution, is to fix the 
causes of “decreased” farm income, 
determine the proportion of the con- 


sumers’ dollar which is distributed 
between the processors, middlemen 
and producers, and to ascertain if 
unfair trade practices are being fol- 
lowed. 

The investigation will seek to de- 
termine how much of the price the 
consumer pays for manufactured or 
processed farm products goes to the 
farmer and how much to the manu- 
facturers and distributors. 


Death Takes Harriman 


Karl Edwin Harriman, former edi- 
tor of Redbook and managing edi- 
tor of Ladies’ Home Journal, died at 
his home at Wyncote, Pa., Oct.’ 1. 
Mr. Harriman, who was last associ- 
ated with the J. H. Sears publishing 
firm, New York, retired from active 
business two years ago. 


Rupe Buys Ames Daily 


W. S. Rupe, Creston, Ia., News-Ad 
vertiser publisher, who recently sold 
his holding to Wilmot E. Day, Kan- 
sas City, Kas., advertising man, has 
purchased the Ames, Ia., Tribune. 
Hollis Nordyke, associated with Mr. 
Rupe at Creston, will be advertising 
manager of the Ames paper. 


FAIT 
CORPO 


pth. * ENGRAVING © PRINTING as 
504 SHERMAN STREET * CHICAGO * WABASH 7820 * 
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(Advertisement) 


| CAN SELL 
AGENCY SERVICE 


To a New York Agency 
Ready To Grow 


If you are the owner or chief 
executive of a well-established, well- 
financed, fully recognized agency, 
operated by Gentile principals—and 
if you have a seasoned creative per- 
sonnel of outstanding ability which 
has done a consistently good job for 
a few prestige-name accounts, the 
total billing of which is close to a 
million dollars or more—I can in- 
crease your billing from $500,000 to 
$700,000 in the next fifteen months. 

* * 7” 


| am not Somebody’s son-in-law, 
with the family account in tow, 
but an advertising agency sales- 
man, formerly of a medium-sized 
agency where | sold 80% of the 
total volume. At one time, when 
we needed business quickly, my 
personal efforts in a thin market 
put $310,000 of new billing on the 
books in four months and twenty- 
one days. 

*x* * # 


In 1930, when it began to appear 
that the agency business was headed 
for a nose-dive, I sold out my agency 
interest to my associates and went 
into other work. This was a wise 
decision. ae + 

Today, I foresee a revival of ad- 
vertising agency earnings. Lord € 
Thomas have just launched a $100,- 
000 campaign to sell their agency. 
A dozen aggressive New York agen- 
cies have added new business men 
recently. The time is here, in my 
opinion, when the right agency can 
begin that upwoard march which 
should land it among the First Ten 
within the next half-dozen years. 

> * # 


There are plenty of agencies with 
the creative staff and the internal 
management to qualify for this kind 
of growth. But there are only a 
handful who realize that to get to 
the top, they must do a continuous, 
aggressive, well-organized selling job 
—in other words, the same kind of 
a selling job that any other business 
must do to enjoy steady growth. 

It is to this handful that this ad- 
vertisement is addressed. 

For one of them I wish to organize 
a hard-hitting new business depart- 
ment and serve as their major busi- 
ness-getter. .' = * 

My ideas may seem a little revo- 
lutionary at first. For example, | 
do not believe in Account Execu- 
tives trying to do hasty, hit-or- 
miss selling in their catch-as- 
catch-can spare moments. I be- 
lieve in one or two men in the 
agency having no other job except 
selling—with the agency depart- 
ment heads available for a “dress- 
up” live-stock show from time to 
time as needed. 

* = = 

I am forty-one years old, a Protes- 
tant, in vigorous health. I have over 
fifteen years’ experience in every de- 
partment of agency work, plus a rich 
experience as a consulting sales man- 
ager and merchandising consultant. 
I can write—you read my stuff now 
and then in the sales and business 
papers. New York’s leading busi- 
ness publisher is announcing my 
three-volume book on selling this 
fall. I am accustomed to talking be- 
fore large groups. 

On the other hand, I have my weak 
points: My capacity for sustained 
research work is somewhat limited; 
I am a poor space-buyer—that being 
one agency job I have never reg- 
ularly held. * * * 

My forte is selling —selling that 
hard-to-sell intangible—agency serv- 
ice! * * # 


I am not out of a job, nor am I 
a job hunter. I have an income and 
I am not worrying about next Satur- 
day’s pay check. A salary does not 
interest me. I want a commission 
proposition, liberal enough to justify 
solid, substantial selling. That does 
not mean that I expect to finance 
any agency’s selling program out of 
my own pocket! Idon’t! But I will 
meet the right agency half way. 

+ OF 


In our first interview, you can 
give me your picture—I will give 
you mine! If joining forces 
seems to offer a mutually profit- 
able opportunity, | am sure we 
will both recognize it before the 
discussion is finished. 

ADDRESS: 636, ADVERTISING AGE 
(New York City) 


BUTLER EMPLOYS 
‘REVERSE COPY’ 
ON COAL STOKER 


Starts Small, Then Builds 
Up” to Larger Space 


Kansas City, Mo., Oct. 3.—The 
novel policy of starting with small 
space copy in newspapers and pro- 
gressively building up the starting 
unit into larger copy, has _ been 
adopted by the Butler Mfg. Com- 
pany, Kansas City, maker of the Au- 
tomatic Butler coal stoker, for an 
extensive advertising campaign. 

The campaign consists of a series 
of seven advertisements, to be run 
cooperatively with stoker dealers in 
the company’s territory, which ex. 
tends from Norfolk to Denver and 
from Duluth to Atlanta. 

The first advertisement, two col- 
umns by four inches, stresses a free 
heat survey, with coupon for send- 
ing name and address to the local 
dealer. The second advertisement 
is a reproduction of the first, with 
another advertisement of the same 
size beside it, making four columns 
by four inches. 

“Blending” is secured through 
lining up the heading of the second 
advertisement, “The Automatic But- 
ler Coal Stoker Is,” with the heading 
of the first advertisement, “Low 
Priced—Easy to Own.” 

And so the advertisements “ac- 
cumulate” until the last of the series, 
four colunms by 16 and one-half 
inches, is formed. Total space for 
the series is about 1% pages. 


Send Out Portfolios 


Each unit of the series of seven 
distinct portions carries the picture 
of the Automatic Butler, alternately 
on the right and left hand sides of 
the units. 

A portfolio of the newspaper cam- 
paign was sent to newspapers in 
every town of the distributing terri- 
tory in which the company had a 
regular dealer, who had produced 
good business in 1934. At the same 
time, the prospectus of the cam- 
paign went to dealers. The newspa- 
pers, being informed of the local 
dealer’s name, became local sales- 
men for the campaign. The port- 
folio was also sent to newspapers 
in towns where “secondary” deal- 
ers were located. 

First announcements of the pres- 
ent campaign were sent late in Aug- 
ust. Some 30 per cent of the active 
list of dealers responded at once. 
A substantial number were added 
later, partly as a result of the in- 
terest taken by newspapers which 
received the campaign layout. 

The Butler company, a leader in 
production of farm equipment, oil 
tanks, and steel buildings, for some 
30 years, and of dry cleaning equip- 
ment for more than 15 years, added 
hair dryers and stokers within the 
past few years, gaining substantial 
distribution. 


Use Other Mediums 


The new type of stoker which it 
developed owas first promoted 
through business publications and di- 
rect mail, which Butler still uses 
extensively. 

Butler has won unusual attention 
with its stoker trade mark, a pun on 
the company’s name. The trade mark 
represents a conventional portly 
butler bearing a tray of heat units, 
in the form of flaming-haired gob- 
lins, and thus carries out the idea 
that with an Automatic Butler in 
the home, the householder has an au- 
tomatic servant who shovels coal. 

Ferry-Hanly Advertising Company 
handles the Butler Mfg. Company 
advertising, with C. L. Robinson as 
account executive. 


C. W. Staudinger Dies 


Charles W. Staudinger, advertising 
manager of Anheuser-Busch, Inc., 
from 1895 until his retirement in 
1931, died Oct. 2 in St. Louis, of heart 
disease. 


UNUSUAL 


The U. S. Steel Corporation has 
hired B. F. Fairless, an outsider, to) 
step into the organimation as 6 top 
executive. He is one of the new 
bulls for the herd. This follows the 

¢ 


business chief who runs several 
kinds of business and is a director 
of others, who was atked, 


“How do you avoid detail: how 
do you get results in any business 
you tackle?” He rephed, miod- 
estly, “I really don't know; but you 


the men the previous management 


fired. I'm not an expert in any 
product or kind of business. I guess 
I'm just an old fashioned, experi- 
enced all around business man who 
tends shop and keeps up with the 
times. 


“I am not an expert picker but 
T'm pretty good at observing the 
heads of our companies and mem- 
bers of the staffs. I inventory and 
appraise the key men as often as I 
give attention to sales, profits or 
cash. A golf pro won't get results 
watching score cards every night. 
He must watch his pupils’ stance 
and swing. It is generally too late 
to house clean when your business 
is slumping or sinking. I cull out 
the bad timber or bring in outsiders 
when we are in the black. 


“A man may eat with his knife, 
play rotten bridge or chew gum as 


U. $. STEEL GETS NEW BULL 


BIG BUSINESS CHIEF TELLS HOW 
HE HIRES MEN 


may notice that I wery soon drop} 


should have repaired, relocated or| 


“Watch baseball. A 
team seemingly perfect in leader- 
ship, players and playing doesa’t 
keep on winning. 


| “In building up or keeping an or- 
ganization ft, I lay much stress on 
|health, intelligence, energy, all 
around experience, thrift, unselfish 
loyalty and the knack to get along 
with as well ab handle men. With 
this background, any sew men 
soon fits into our family and I take 
them in whenever the situation de- 
mands it. We have our regard for 
seniority, for experts and speciahsts, 
but we do not believe that either 
the New Deal or any average busi- 
neps can succeed if topheavy along 
these lines.” 

A man desires to make what he 
hopes is a permanent change in his 
business career. He is 45, healthy, 
solvent and has no more faults than 
the average decent citizen. He is 
not a combination of Sewell Avery, 
Edward Ryerson and Joha P. Wil- 
som, but he has gone through the 
practical mill of business, manu- 
facturing and distribution, in good 
and bad times. He is successful, he 
can handle men and there are #0 
biemishes on his record. 

His early experience was in stee! 
mills and railroading, He has suc- 
cessively been Secy.-Treas., Vice 
Pres., Secy.;Treas., Chief Executive 
officer and part-owner in five differ- 
ent types of business. All changes 


far as I am concerned if he delivers |made honorably to better his situa- 
the goods, but I am always watching |tion, He has « large acquaintance, 
for the men who become overly lis seemingly well regarded and will 
pompous of egotistic; who Overt |stand on his reputation as is. He is 
work; who burn out; go to seed: /not so much interested in 0 title or 
reach their limit or otherwise are | pig salary as he is in a decent salary 
weak sisters, alibiers, coat-tail kis land an opportunity to make 

ers, bonk-artists, ete. od men| money for you and himself on per- 
and organizations are just like ma-| formance, 

chinery. They require constant ine This man majored in sales, adver- 
spection. You must repair, €OM-lricing, public relations, ete. yet 1s 
dema or replace regularly. 


“The best breeders get a new). 
bull, a new stallion, new seed corn! your com: 
or a new cucen bee every so often| assistant of private secretary, any- 
no matter how many blue ribbons|thing to prove that he. can unob- 
they win. In any business, it is,|tousively join - a 
first and foremost, important to the a A and demonstrate his ¢a 
flock of_organization to keep it 
wrile. The pretty horse doesn’t] If you do not require sew blood 
win the race necessarily. The blue) may you ow some business, 
blood sometimes isadud. Aroosterjlarge or small, or situation that 
who crows too much may not make/needs this man. Why not see him 
the hers lay. A mew queen anyway—you may be searching for 
often peps up the workers and kills|him later on. For interview ed- 
off the drones. dress J L 146, Chicago Daily News. 


Decidedly different advertisement 
for a position which was run in the 
"Chicago Daily News" last week. 


Use Showmanship 
In Advertising, 
Marshall Urges 


Boston, Mass., Oct. 2—How a 
small run-down $3,500 laundry in 
Washington, D. C., was converted 
within 13 years into a business that 
runs into the millions, was told the 
Boston Advertising Club yesterday 
by George P. Marshall, head of the 
business, and one-time publisher of a 
Hearst newspaper in Washington. 
He explained in detail how he used 
advertising and showmanship to 
do it. 


When Mr. Marshall was writing an}! 


advertisement one day, there flowed 
from his pen the phrase, “Long Live 
Linen.” It became the “theme song” 
around which he built his campaign. 
Fifty branches and sub-stations all 
over the city, to which customers 
were glad to carry bundles, because 
they could swap them for dimpled 
smiles from pretty girls in gold and 
blue who presided at the counters; 
shops and laundry boxes dressed in 
the same colors; flowers in the win- 
dows; all went to work to make life 
longer and sweeter for linen—and 
other fabrics also. 

Newspaper advertising, Mr. Mar- 
shall said, gave him his start. His 
first big splurge occurred shortly 
after the war when he took a full 
page in the Washington Star and 
printed in one corner, “This space 
cleaned by the Palace Cleaning and 
Dyeing Company.” 

“The laugh was on me because the 
last edition appeared with a big 
smudge of ink in the middle of the 
page,” he said. “I could see after 
that why some newspapers refuse to 
take that type of freak copy.” 

“Success in the theater is based on 
showmanship and salesmanship, but 
it is not lasting. I figured if I could 
apply the principles of the theater to 
business, I could make it last. Any 
success I have had in my business 
ventures is due to the application of 
showmanship, and of course a city 
like Washington, with plenty of hot 
weather, is a place where cleanliness 
is next to godliness.” 


T. P. A. Hears Alexander 


H. W. Alexander, general sales 
manager of American Type Founders 
Sales Corporation, will be speaker at 
the first meeting of the Technical 
Publicity Association, Inc., New 
York, to be held at the Building 
Trades Club Oct. 8. The meeting will 
open the 31st season of the associa- 
tion’s meetings. 


Pacific Coast 
Agencies Plan 
Meet Oct. 24-25 


San Francisco, Cal., Oct. 3.—Final 
plans for the first annual convention 
of the Pacific Coast chapters of the 
American Association of Advertising 
Agencies are rapidly being whipped 
into shape. The agency men will 
convene at Del Monte Oct. 24-25. 

One of the prominent subjects to 
be discussed at the convention is 
the seriousness of attacks on funda- 
mentals of agency business, accord- 
ing to the convention committee. 

Louis R. Honig, of Erwin, Wasey 
& Co. of the Pacific Coast, Sau 
Francisco, is chairman of the con- 
vention. The program committee 
includes Dana Jones, Dana Jones 
Company, Los Angeles; Don Fran- 
cisco, Lord & Thomas, Los An- 
geles; Stanley G. Swanberg, Bots- 
ford, Constantine, & Gardner; Wil- 
liam T. Prosser, Strang & Prosser 
Advertising Agency, Seattle; and 
Joseph Gerber, Gerber and Crossley, 
Inc., Portland, Ore. 

Attendance committee members 
are: Leon Livingston, Leon Livings 
ton Advertising Agency, San Fran 
cisco, chairman; R. Lynn Baker, J 
Walter Thompson Company, Sar 
Francisco; Dan B. Miner, Dan B 
Miner Company, Los Angeles; Bur 
Cochran, McCann-Erickson, Inc 
Seattle; Frances Coykendall, Bots- 
ford, Constantine & Gardner, Port- 
land. 

The first day’s session will be “off- 
the record,” for intimate interchange 
by members of their personal views 
and experiences. The program has 
been planned to include more speak- 
ers, and fewer long speeches. Among 
the speakers will be ex-President 
Herbert Hoover. 

Walter Burke, McCann-Erickson, 
Inc., San Francisco, secretary-at-large 
for the Four A’s Coast division, is 
acting as convention secretary. 
Reservations from Eastern agencies 
have been received at a gratifying 
rate, Mr. Burke stated. 


For non-business events, present 
plans include a reception, a dinner 
dance, a formal banquet, and a golf 
tournament. Special entertainment 
will be provided for. ladies. 


Gannett Wills 
Chain’s Profit 
To the Public 


Rochester, N. Y., Oct. 2.—Frank 
E. Gannett has formed a foundation 
to distribute after his death at least 
75 per cent of the net income of his 
newspaper chain for “public charit- 
able, educational, and general philan- 
thropic purposes.” His plan is to 
perpetuate the Gannett newspapers 
for service and not for private profit. 

After Mr. Gannett’s death, the 
foundation will become the control- 
ling owner of the common stock of 
Gannett Company, Inc., which con- 
trols his 19 publications in 14 cities. 

Two considerations, he stated, led 
to his decision: first, continuation 
of his publications with the main 
idea of making useful newspapers 
of widest possible service to their 
communities, rather than considera- 
tion of largest possible profit; and 
second, that most of the profits after 
the first consideration is satisfied 
shall go for the welfare of the peo 
ple, particularly in the area they 
serve, and not to pile up fortunes for 
any individual or group. 


Buys “Bureau Farmer” 


Bureau Farmer, issued for the past 
nine years as the official publication 
of the American Farm Bureau Fed- 
eration, has been purchased by the 
Federation, and will be published as 
The Nation’s Agriculture, beginning 
January, 1936. The monthly will be 
distributed to the entire membership 
of the Federation. 


J. H. Fromholtz Appointed 


Joe H. Fromholtz, formerly with 
the retail merchandise and sales pro- 
motional staff of the Kaufman Straus 
department store, Louisville, Ky., has 
joined the Farson & Huff agency, 
Louisville, as production manager 
and space buyer. 


@ Only busy industrials make a market. By its unique 


circulation plan that covers active plants and by out- 


standing editorial leadership that gets the attention 


of busy buyers, Mill & Factory has set all-time rec- 


ords in both circulation and advertising volume ¢his 


year. Buy action for vour advertising dollars. 


Advertising Offices: 
NEW YORK 
205 E. 42nd St. 

2 


CHICAGO 
333 N.MichiganAve. 
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Shipments of Washing 
Machines in 7% Gain 


Household washing machine ship- 
ments for the first eight months of 
1935 totaled 950,070, or seven per 
cent ahead of the same period in 
1934, the American Washing Ma- 
chine Manufacturers’ Association, 
Chicago, has reported. The August 
total, 144,283, marked the greatest 
month in the industry’s history. 

Electric ironer shipments in the 
first eight months of 1935 were 93,535, 
an advance of 13 per cent over the 
same period in 1934. August ironer 
shipments totaled 14,018, compared 
to 10,737 in July and 11,879 in Au- 
gust, 1934. 
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Staying at this 
modern 32 
story hotel assures you of a 
pleasant visit It is just across 
from The Waldorf-Astoria. 
Only 3 minutes from Grand 
Central Terminal and Radio 
City. 

As a Shelton guest you are 
privileged to use the swim- 
ming pool, gymnasium, sola- 
rium, roof garden, library..at 
no extra charge. 


ROOM&BATH from . 3 daily 


NHELTON 


HOTEL 


LEXINGTON AVE. at 49th ST., NY. 


1400 ROOMS 
with BATH, RADIO) 


from single 


AND $3.50 DOUBLE 


Stott — 
LINCOLN 
44th to 45th Sts. at 8th Avenue 

NEW YORK © 
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L.A. A. ELECTS 
D. B. SLATTERY 
NEW PRESIDENT 


(Continued from Page 1, Col. 2) 
elected were Troy N. Rodlun, Aca- 
cia Mutual, Washington, D. C., sec- 
retary; and Richard N. Budlong, 
Northwestern National, of Minne- 
apolis, treasurer. 

Executive committeemen elected 
were: Cyrus T. Steven, Phoenix 
Mutual, Hartford; C. I. D. Moore, 
Pacific Mutual, Los Angeles; John 
H. McCarroll, Bankers Life, Des 
Moines; Karl Ljung, Jr., Jefferson 
Standard, Greensboro, N. C.; E. 
Morton, North American Life, To- 
ronto; and Douglas J. Murphey, 
General American Life Insurance 
Company, St. Louis. 

The new social security program, 
with its provisions for old age al- 
lowances, will offer strong compe- 
tition to life insurance interests, 
Robert G. Richards, agency secre- 
tary, Atlantic Life Insurance Com- 
pany, Richmond, Va., warned the 
delegates. 

He recommended united action by 
life insurance companies in seeking 
continued business. Amounts to be 
paid under federal insurance will 
be insufficient for many people, he 
pointed out, thus affording oppor- 
tunity to life insurance companies. 
Space approximately five or six 
inches by two columns was recom- 
mended by Arthur Reddall, adver- 
tising manager of the Equitable Life 
Assurance Society of the United 
States, New York, as particularly 
desirable for direct sales copy in 
newspapers. Continuity of appeal 
can be secured through weekly or 
bi-weekly use of this space, at low 
cost, he said. 


Discusses Classified Effort 


Mr. Reddall also recommended 
newspaper classified columns, for 
insurance companies seeking agents. 
His company, he said, spent $16,671 
in “Salesmen Wanted” columns of 
New York papers in five years. A 
total of 1,479 agents were selected 
from 9,987 inquiries, and placed with 
various agencies in New York City. 
These agents have written and paid 
for $49,485,754 of life insurance. 
First year premiums on this amount 
totaled $1,722,482. Thus, every ad- 
vertising dollar brought more than 
$100 in first year premiums. 

The day of “direct mail—the pan- 
acea,” and “use direct mail and 
be saved” is gone, and with the 
passing of those conceptions of di- 
rect mail has come a better under- 
standing of its use, often alone and 
unsupported, but more often sup- 
plementing sales effort and other 
mediums, the convention was told 
by Edward J. Raymond, president, 
Dickie-Raymond, Boston, and presi- 
dent of the Direct Mail Advertising 
Association. 

Mr. Raymond announced that a 
booklet is being prepared by Frank- 
lin Printing Company, Philadelphia, 
cooperating with the D. M. A. A,, 
for release the middle of October, 
which lists “all” possible tie-ins be- 
tween direct mail ard other 
mediums. 

The speaker urged his audience 
to keep in touch with current mer- 
chandising and sales promotion, 
and to study, not so much contem- 
porary life insurance advertising 
and its merchandising, as the cam- 
paigns and efforts of other success- 
ful advertisers. 


Carrington, Veteran 
of Butterick, Buried 


Burial services for Edmund Car- 
rington, for 30 years associated with 
The Butterick Company, were held 
at Woodlawn Cemetery, New York, 
this week, following funeral services 
in Chicago. 

Mr. Carrington for the past 18 
years has managed the Western ad- 
vertising office of Butterick in Chi- 
cago. His first employment with the 
organization was in its New York 
office. Later he was placed in charge 


of the New England territory with 
offices at Boston. 


alyses are made by a teacher at a Pines 
university. In this case, it appears Pines Winterfront Company, Chi 


It Seems That Company Appoints 
that one of the pupils made the an- cago, has appointed Reincke-Ellis- 


C. R. Inc. Made alysis and in some way his findings | younggreen & Finn, Inc., for its ad- 


° ° were made to appear to seem those|vertising, Automotive business 
S l l gZ ht Mistake of the professor himself. pers will be used. - 


(Continued from Page 1, Col. 3) 
president of Marcelle Laboratories, 
will also be incorporated in the C. R. 
edition of “Skin Deep,” a book 
written by Miss M. C. Phillips, wife 
of C. R. President Schlink, and pub- 
lished at the begining of 1935 by 
Vanguard Press. 


Indicates A. M. A. Victory 


The new attitude of Consumers’ 
Research toward products of Mar- 
selle Laboratories also indicates an- 
osther triumph for the American 
Medical Association, Chicago, which 
accepted the advertising of the 
beauty aids in its publications and 
permitted the company to use the 
slogan, “Advertising accepted by 
ine 
The investigation by Mr. Blazer of 
the train of events which caused 
Consumers’ Research to put the 
stigma of disapproval on his face 
powder also suggests that the opera- 
tions of C. R. are somewhat less 


Of Advertising Age, ublished weekly at 
Chicago, IIll., for October, 1935. 
State of Illinois, County of Cook, ss. 

Before me, a notary public in and for 
the State and county aforesaid, person- 
ally appeared G. D. Crain, Jr., who, hav- 
ing been duly sworn according to law, 
deposes and says that he is the publisher 
of the Advertising Age, and that the 
following is, to the best of his knowledge 
and belief, a true statement of the owner- 
ship, management (and if a daily paver, 
the circulation), etc., of the aforesaid pub 
lication for the date shown in the above 
caption, required by the Act of August 
24, 1912, embodied in section 411, Postal 
Laws and Regulations, printed on the 
reverse of this form, to wit: 

1, That the names and: addresses of the 
publisher, editor, managing editor, and 
business managers are: Publisher, G. D. 
Crain, Jr., Chicago, Ill. Editor, None. 
Managing Editor, S. R. Bernstein, Chi- 
cago, Ill. Business Managers, None. 

2. That the owner is: (1f owned by a 
corporation, its name and address must 
be stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding one per cent or more 
of total amount of stock. If not owned 
by a corporation, the names and addresses 
of the individual owners must be given. 
If owned by a firm, company, or other 
unincorporated concern, its name and ad- 
dress, as well as those of each individual 


STATEMENT OF OWNERSHIP, MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACT OF CONGRESS OF MARCH 3, 1933 


Crain, Jr., Chicago, Ill; Kenneth C. Crain, 
Chicago, Ii. 

3. ‘that the known bondholders, mort- 
gagees, and other security holders owni: 
or holding 1 per cent or more of total 
amount of bonds, mortgages, or other 
securities are: (it there are none, so 
state.) None. 

_4. That the two paragraphs next above, 
giving the names of the owners, stock- 
olders, and security holders, if any, con- 
tain not only the list of stockholders and 
security holders as they appear upon the 
books of the company but also, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting, is 
given; also that the said two paragraphs 
contain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which stock- 
holders and security holders who do not 
appear upon the books of the company as 
trustees, hold stock and securities in a 
capacity other than that of a bona fide 
owner; and this affiant has no reason to 
believe that any other person, association, 
or corporation has any interest direct or 
indirect in the said stock, bonds or other 
securities than as so stated by him. 

D. Crain, Jr., Publisher. 


Sworn to and subscribed before me this 
27th day of September, 1935. 


(Seal) Ellen Kebby Hamlin. 


scientific than they pu ‘ 
than they purport to be (My commission expires May, 1939.) 


Many of the organization’s an- 


member, must be given.) Advertising 
Publications, Inc., Chicago, IlL; G. D. 


S. ROLAND HALL begins a 
serial story portraying the conflicts 
of old and new ideas in business 


WRENS WOUSE OF HOBBS” 


Starting in the November Issue of 


“AMERICAN BUSINESS and SYSTEM” 
& 

If your style is being cramped by someone higher up who has 
set and fixed ideas about advertising . . ...... 
® 

If there are men in your company who look upon sales promotion 
as just a foolish waste of money . . . . . 1. 2. 2 ee 
a. | 

If prejudice upon the part of those to whom you must "'sell" 
your ideas is making the going hard . . . . ..... 
* 

Then be sure to send a dollar for the next six issues of 'AMER- 
ICAN BUSINESS and System” containing this human-interest 


yet tremendously helpful story by a man who has been called 
the "Will Rogers of Advertising." 


35,000 Circulation © Member ABC and ABP 


DARTNELL PUBLICATIONS, 4660 Ravenswood Ave., Chicago 
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LivinG ROOM 
14-0X 20° 6” 


12°0x 17-0" 


Suites in a residential 
hotel that recommend 
themselves to account 
and other advertising 
executives who wish to 
live in the heart of New 
York's advertising dis- 
trict, one minute from 
152 agencies. Unusually 
large rooms, closets, 
windows (see floor plan). 
Note that suites have 
serving pantries and 
some have fireplaces. 
The Roger Smith res- 
taurant in The Winthrop 
serves club breakfasts 
beginning at 25c, lunch- 
eons from 50c and din- 


ners from 75c. 


Telephone Wickersham 2-1400 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


\ 
A ROGER SMITH HOTEL 
LLG ASEM I 


PACKARD'S 120 
GETS SEND-OFF 


Detroit, Mich., Oct. 3.—Packard 
Motor Car Company announced its 
new 1936 Model 120 this week, using 
full-page newspaper space and maga 
zine spreads to make the challenge: 
“Try to Find Its Equal.” 

Newspaper and magazine space 
will be utilized through the coming 
year to put over this idea and simi- 
lar messages. Stressed in copy are 
three phases of Packard leadership 
—what the company offers this year 
what it has offered for the past 30 
years, and what it gives that “no 
other car can ever give you.” In 
this last category, Packard prestige 
is heavily stressed. 

The prices on the new 120’s range 
from $990 to $1,115. 

Copy, prepared by the Detroit 
office of Young & Rubicam, Inc., 
strikes out boldly with definite 
claims of Packard superiority. Says 
an introductory piece: 

“Go through the alphabet of the 
new cars for 1936, and we honestly 
believe that not one can match, dol- 
lar for dollar, the quality, perform- 
ance and pride of ownership that is 
offered you by the new 1936 Pack- 
ard 120. 

“For this car that, in its first year 
changed America’s conception of 
‘the thousand dollar automobile,’ is 
now—in its second edition—a car 
that is better still.” 

Then follow paragraphs stressing 
Packard’s quality points: the 1936 
model’s riding comfort, quick accel- 
eration, long years of service, oper- 
ating economy, built-in luxury, age- 
less styling, world-wide acceptance 
and inherent prestige. 

“Go to your Packard dealer and 
inspect the new 1936 Model 120,” 
concludes the copy. “You will find 
that not only has a great car been 
made greater, but that no other car 
can satisfy you. And, when you get 
the facts, you will find it astonish- 
ingly easy to say ... “I drive a 
Packard.” 


Provatol Ads 
To Emphasize 
Danger Stage 


Cleveland, Oct. 3—The Eff Lab- 
oratories Inc. of Cleveland started 
this week to build distribution on 
their new carotene product, “Prova- 
tol,” for human consumption. Begin 
ning with Pittsburgh, the company 
will gradually set up distribution 
throughout the country, selling the 
Vitamin A product only through 
drug stores. 

As fast as territories are estab- 
lished, local newspaper advertising 
will be used. Large space will be 
taken once a week, with small daily 
reminders. 

The campaign will be built around 
the words, “The Danger Stage,” de- 
fined as lowered resistance dué to 
lack of Vitamin A. Striking cap- 
tions, such as “A battering ram to 
the opposing line but a ‘softie’ to in- 
fection,” and “Charming indeed, yet 
she is prey to the first infection to 
come along,” will be used, with ap- 
propriate illustrations. 

Vitamin A, the advertising will 
point out, is supplied by Provatol in 
a pleasant natural fruit and vege- 
table form. The Campbell-Sanford 
Advertising Agency, Cleveland, han- 
dles the account. 


Meyer Gets Promotion 


Richard Meyer, for five years finan- 
cial advertising manager of Wall 
Street Journal, New York, has been 
appointed assistant advertising man- 
ager. William Mullin, formerly so- 
licitor, has been appointed financial 
advertising manager. 


To Providence Agency 


Colburn Hardy and Horace Barry 
have joined the sales force of Liver- 
more & Knight, Providence agency, 
representing the organization at its 
New York office, 103 Park Ave. 


TAKES A CRACK 


RADIO: Use Blank tooth paste. 
Stops decay—heals gums. 
Mysterious ingredients—re- 
move this—do that, etc., etc. 


HE: Oh yeah—well their pro- 
groms are great but I'd rather 
take Doc Smith's word about 


recommends |(ODENT 
because it has the 
A. D. A. Seal.* 


nly nationally advertised 
lentifriceofficiallyaccepted 
xy American Dental Asso- 
tiation—recommended 
o allsDentists because 
t is a safe tooth 
saste honestly ad- m 
vertised. Try . 
t. You will 


lodent newspaper rotogravure ad- 
vertising which speaks unflatter- 
ingly of competitors’ radio efforts. 


PAPER COMPANY 
BATTLES NUDISM 


New York, Oct. 4—At least one 
national advertiser is determined, 
and willing to spend advertising dol- 
lars to support its determination, to 
keep nudism, in this rapidly develop- 
ing age of frankness, out of the 
kitchen and pantry. 

After a couple of years in national 
magazines, the Royal Lace Paper 
Works, Inc., Brooklyn, has carried its 
fight to metropolitan New York 
newspapers with the grim statement 
that there shall be “no nudism for 
shelves.” The product advertised is 
Royledge, formerly called Roylace 
Doubl-edge shelving, a laminated 
edging for shelves. 

This is the first time the product 
has been given newspaper advertis- 
ing. In staging the newspaper cam- 
paign, the company is trying to do a 
more concentrated job in this mar- 
ket, according to H. B. Smith, adver- 
tising manager. This year, the ex- 
penditure for advertising Royledge is 
20 per cent larger than previously. 

While cultivating the New York 
market, the general campaign in 
magazines goes on. Lawrence C. 
Gumbinner Agency continues in 
charge. This fall, publications sched- 
uled include The American Weekly, 
Delineator, True Story, and Woman’s 
Home Companion. 

Not all the newspaper copy will 
feature nudism of shelves. The cen- 
tral theme is economy. In this re- 
spect, the product is competing hotly 
with fabric edgings. Copy points out 
that Royledge is firm, fast-color, 
steamproof and non-curling and 
changed at less than the cost of 
laundering fabric edgings. Packages 
of nine feet retail at five cents. The 
fact that it is available at neighbor- 
hood five-and-dime, department and 
general stores is stressed. 


Names Rickard 


Rickard & Co., New York, have 
been appointed by the Petroleum 
Heat and Power Company, Stamford, 
Conn., Petro & Nokol oil burners and 


marketers of fuel oil. 


Roosevelt Son 


Becomes V.P. of 
Southwest Net 


Fort Worth, Tex., Oct. 3.—Elliott 
Roosevelt, son of the President, has 
been made vice-president in charge 
of sales for the Southwest Broad- 
casting Company, operating stations 
in eight Southwestern cities. 

Lee H. Armer, SBC president, an- 
nounced that Mr. Roosevelt and he 
will go to New York City this month 
to confer with W. S. Paley, presi- 
dent of the Columbia Broadcasting 
System, in connection with the open- 
ing of a CBS operating branch in the 
Southwest. 

Southwest Broadcasting Company 
has opened a branch office in Dallas. 
with H. J. Creig in charge, as com- 
mercial supervisor, Mr. Armer said. 


Wisconsin Cheese Makers 
Get State Cooperation 


Commissioner Charles L. Hill of 
the Wisconsin state department of 
agriculture and markets has prom- 
ised cooperation with the Wisconsin 
Swiss cheese manufacturers in their 
defense against an unfair trade prac: 
tice suit brought by the Swiss Union 
of Switzerland. The Swiss Union’s 
suit challenges the right of Green 
county Swiss dealers to place a red 
stamp of radial design on the rind 
of Swiss cheese wheels, 

It was pointed out by Mr. Hill 
that, judging from the text of the 
complaint, there is a possibility that 
the Swiss Union may attempt to pre- 
vent American Swiss cheese makers 
from using the word “Swiss” on 
their products. 


Appoint Edward Mayer 

Edward Mayer, formerly chief 
copywriter for the Stanley Gunnison, 
Inc., agency, has been appointed 
sales promotion manager of Screen- 
land and Silver Screen, New York. 


Bank Appoints Hopper 

The Central National Bank of 
Yonkers has appointed A. Raymond 
Hopper, advertising agent, New York. 
Newspapers will be used. 


ham 
ham 


ham 


—every week 
——at the choice audience 
that reads 


RADIO CITY 


MUSIC HALL 
PROGRAM MAGAZINE 


52 weekly issues at 50,000 each 
distributed among 115,000 weekly 


average attendance. 


“Hammering” continuity 
celled for National 


N. Y. advertisers. 


and Local 


For space write: 


489 Fifth Ave., N. Y. 
Phone MUrray Hill 2-8365 


PUBLISHERS: 
NICOLAS PUBLISHING CO. 


Incorporated 
Representatives in all principal 
cities 
First issue September 19, 1935. 
Reservations for X-mas month 

issues NOW. 


These Booth 


‘ 


News papers 
Reach More Than 
265,000 Homes 


in Prosperous 


MICHIGAN 


They offer an 
unusual opportunity 
for test campaigns 

at low cost. 


This group of popular, well edited evening newspapers, each served 
by Associated Press, United Press and International News Service, 


offers a wonderful test market. 


Each intensively covers its home market and surrounding territory 


without loss or duplication. 


These eight markets afford an opportunity for a complete test in 
cities of varying size and under the same excellent conditions. 


This is a test market easy to cover and economical to cultivate. 


Grand Rapids Press 
Saginaw Daily News 
Kalamazoo Gazette 


I, A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


Flint Daily Journal 


Jackson Citizen Patriot | Muskegon Chronical 
Bay City Daily Times Ann Arbor Daily News 


J. E. LUTZ, Western Representative 
180 North Michigan Ave., Chicago 


BOOTH NEWSPAPERS, Inc. 
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PHOTOGRAPHIC REVIEW pummmeecceme 
OF THE WEEK 


* CHARMING TEA HOUSE BUILT IN McCORMICK PLANT 
\ 
~~ 
nce 


NE oo : 
each $ a 
eekly % 
ii 5 ae 
\vae One of h hic displ rds being furnished dealers of 
we) tw ot ic di i i ealers 
es SA ee Es a ce eT J a & Marcus, Ins Now York. A checkup dom Bey over 90 
Th Sous tntester of “Vo Gls biecetih Yan 0 used by McCormick & Co., Balti ' per cent of these cards are given isplay by dealers, an per cent 
pene povetgse eds a wenn, Wane dean ‘we tae pene sh meet. i ase joe put them in thelr windows, the eetmpeny says. 
served all visitors. (Story on Page 9.) 
0 ONE CARTON REPLACES A GROUP OF NINE 
Beis 50 FEET OF INFORMATION ON THE WEATHER TAKES THE PRIZE 
cipal — a = 
1935. 
ronth 


Carl Baumgartner of Thompson- 
Koch Company (right) won the cup 
donated by the Cincinnati Cham- 
ber of Commerce for low gross in 
the golf tournament held in con- 
nection with the recent meeting of 
the National Association of Retail This one carton now is used for packaging all types of replacement 
Druggists. Bob Fitzpatrick, chair- vibrators for automobile radios made by Electronic Laboratories, Inc., 
man of the Sues golf commit- Indianapolis, replacing nine containers of various sizes and shapes. 
tee, is offering his congratulations. Central Advertising Corporation, Indianapolis, designed the new unit. 
y 
; PABST TAKES GUESS AND COMES OUT RIGHT 
5 This four-ton, 50-foot-high Neon thermometer has been erected in NO, NOT SPINACH 
downtown Buffalo, atop a two-story building for Goodyear-Wende 
Oil Corporation, distributor of Texaco products. Claude-Neon Dis- 
plays, Inc., built the unit. 
rved 
vice, TRAVELING STABLE FOR BREWER'S HORSES 
tory 
t in 
, Wheatena 
oe MAKES MUSKLE !” 
POPEYE 
1S ON THE AIR ¢y 3 
TUES‘ THURS: SAT \ le, ee 
NS \ een nee Seabed in non-nefitlaite i 
; 3 — « KEGLINED pt ' 
tative On f 7 f di bs 7F: che SEER K “2 R 
Sago spla eces 
, | 4g le Fre a Sy the The Chicago Cubs won the pennant on eg: . 27, and the 
famous Popeye. Einson-Freeman next day special crews were out delivering this three-color litho- 
One of the team of 13 Genesee horses (one is a spare") entering the Company made them, through graphed poster to dealers. Confident of Cub success, Pabst ordered 
luxurious trailer which carts the troupe around from one stand to McKee & Albright, Wheatena the poster on Sept. 24. It was planned and designed by Chas. F. 
—_ another in the brewer's territory. (Story on Page 25.) agency. Keebaugh Company in record time. 
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$500,000,000.00 


Advertising Experience 


-_ 50 What ? 


INCE the day Lord & Thomas 
began business nearly sev- 
enty years ago, our clients 
have invested through us over 
$500,000,000 in advertising. 
More than one-third of that 
amount ($180,000,000) has 
been placed through us in the 
last five years of depression. 
“So what?” one may prop- 
erly ask. And to that question, 
here is our answer: 
$500,000,000 buys a lot of 
advertising experience. And the 
period of seventy years spans 
four major economic cycles in 
this country — cycles that em- 
brace every phase of growth, 
prosperity and depression. 
Naturally, so much experi- 
ence, acquired under such a 
wide variety of conditions, 


LORD & THOMAS «© advertising 


leads to a definite point of 
view. It leads to principles that 
make advertising ventures safer 
and more profitable. It leads 
to habits of alert and aggres- 
sive response to every crisis or 
change. 

Such qualities distinguish 
both the history and the pres- 
ent practice of Lord & Thomas. 


Money-Making Principles 


Just 30 years ago, Lord & Thomas 
startled the business world by de- 
fining advertising for the first time 
as salesmanship-in-print. Which 
means: “give the consumer in an 
interesting way, the REASON- 
WHY it is in the consumer’s inter- 
est to buy the wares you have for 
sale.” 

Time has richly fulfilled the 
meaning of those words. Today we 
know ways to search every adver- 


tising project for the winning rea- 
son-why. We have fully developed 
the technique to recognize the 
great selling idea—to power it with 
drama and exciting news—to drive 
it with lightning impact straight to 
the mark of consumer interest. 

These things are not easy to do. 
And few are the men who can do 
them. 

So it is that a Lord & Thomas 
advertising program usually starts 
with the odds in its favor. Creative 
ability, seasoned experience and 
pre-determined results combine to 
insure maximum safety and profit. 

The responsibilities of investing 
$500,000,000 for clients in adver- 
tising have taught us these exact 
methods of salesmanship-in-print. 
And the experience of 63 years 
proves that only when advertis- 
ing is salesmanship-in-print can it 
hope for enduring success and con- 
tinuous profits. 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London. 


Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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